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Rough Proofs See Possibility 


e reprints from the Washing- 
ton Post appeared in one issue of 
the Congressional Record, it is cig 
ported. This means more circula- 
tion, but how about a Gallup poll 
for readership? 


7 ee 


“Farmers who milk cows,” 
ADVERTISING AGE writer, 
their stub pencils from the 


an 
down 


clock shelf and pen penny postcards 


to Washington.” 
Those stub pencils never have any 
points on them, anyway. 


vv, 
Thursday evening ranks second 
only to Sunday p. m. in volume of 


radio listening, CAB reports. When 
the maid goes to the movies, poppa 
and momma sit by the fireside. 

v 


- © 


J. P. Derum tells Dale Nichols 
he joins in opposition to “those lib- 
ertines who debauch the advertising 
business.” 

Hey, have we been missing some- 
thing all these years? 


vy? 


Section hands of the New Haven | 
Boston | 


built a real railroad for a 
department store travel display, and 
so far the place hasn’t been pick- 
eted by the window trimmers’ 
union. 

v 


vy 


Henry Ford is now a full-fledged | 


CIO closed-shop check-off employer, 
and maybe from now on there'll be 
more Fords on display in the em- 
ployes’ parking lots. 


+ ¥ F¥ 


Twenty-five publishers and 
agency executives were listed in 
the $75,000-a-year and over in- 
comes released by the Treasury De- 
partment. It’s nice work if you 
can get it. 

a a 


Better Parenthood Week has 
shifted from September to October 
26-26, and the cooler weather can 
undoubtedly be depended upon to 
help the cause. 


, 7 


A new outdoor sign tells 
speeding motorist how fast he’s go- 
ng. After that, 
small voice of conscience 
motor cops. 


and the 


vgs? 


Cleveland’s citizens, remarks the 
Press, prefer safety to sensations. 
‘he only exception they might be 
willing to make would put Bob 
Feller in the world’s series. 

y,vy, 

Those radio salesmen watching | 

® sponsor sign the contract for the 

*hotographer always look as if 
‘hey’re afraid he may weaken at | 

© last moment. 

-~ wv 6} 

After National Distillers Products | 
rporation got that billet doux 
“em the FTC on the subject of its 
Poultry opy, its executives decided 
ty had the information direct | 

mM the feed box. 

oe © 

DuPr nt is now publishing item- 
**d lists of nylon stocks available 

nd hosiery manufacturers. Con- 

“mer education can demand no 

ore, 


Copy Cus. 


says | 
“take | 


the 


it’s up to the still | 


of Scrapping Tax 
on Outdoor Panels 


Senate Group Hears 5 
Witnesses; Radio to Be 
Heard Monday 


Washington, D. C., 
|cations that the Senate finance com- 
mittee will scrap the House-ap- 
proved tax on outdoor advertising 
were strengthened today after five 
advertising executives expressed 
strong opposition to the proposal. 
Witnesses who testified were: J. 
B. Stewart, secretary - treasurer, 
Outdoor Advertising Association of 
|America; John Benson, president, 
American Association of Advertis- 
ing Agencies; George S. McMillan, 
secretary, Association of National 
Advertisers; Charles E. Murphy, 
general counsel, Advertising Fed- 
eration of America; and William C. 
Warren, representing Transit Ad- 
vertisers, Inc., Chicago car advertis- 


‘ing company and _ Transportation 
Displays, Inc. 
“Mistaken in Principle” 
Mr. Stewart claimed that any tax 


on advertising is “mistaken in prin- 
| ciple” because it taxes not profits 
but the machinery which produces 
profits; that the bill as written pro- 
poses a levy only on signs main- 
tained by companies in the poster 
business and thereby exempts 80 
|}per cent of all outdoor signs; the 
tax would accomplish “ultimate 
destruction of the business” and 
would take “at least 30 per cent of 
the present profits of the entire in- 
dustry”; it would reduce income 
tax collections far more than new 
|revenue gained and would produce 
insufficient revenue to justify 
adoption; and “would create an un- 
fair competitive advantage in favor 
of other untaxed advertising media.” 

Committee members seemed 
pressed by Mr. Stewart's objections. 
His testimony was interrupted fre- 
quently to answer questions, many 
of them inquiring into the effect of 
the tax on the competitive position 
of the outdoor industry in its rela- 
tion to other media. 


Aug. 14—Indi- | 


its | 


im- | 


NEW OFFER 


Ivory Snow Offers This Marvelous New 


Whip-Pet Bowl and Mixer 
fr Only A gg 


SPECIAL OFFER TO (MTRODUCE CADSOEN 
F aettaies TO WHEW COOL-WATER (vVORY Snow 


| 


Localized premium offer being made in 
first copy for Ivory Snow placed by 


Benton & Bowles, which took over the 
account in April. This copy ran recently 
in Gadsden, Ala., papers. 


Manufacturers Ask 
Abandonment of 
Dress Promotion 


New York, Aug. 14—A petition 
calling for abandonment of the 
$1,000,000 campaign to promote the 
New York dress industry was signed 
this week by 89 dress manufac- 
turers, constituting less than 10 per 
cent of contributors to the drive. | 
Describing the one-third of one per 
cent tax by which manufacturers 
are financing the campaign = as 
“needless and useless,” the petition 
suggested that needy workers re- | 
ceive the approximately $500,000 
which has been collected. 

Julius Hochman, general mana- 
ger of the Dress Joint Board of the 
International Ladies’ Garment 
Workers Union, and father of the 
promotional plan, said that he was 
not aware of the petition but| 
pointed out that the campaign was 
embodied in the collective agree- 
ment and could not be abandoned. 
He conceded that the industry 
facing a “seller’s market” but said 


is 


ithat it should prepare now for nor- 


| the 


mal times. 

Mrs. Dorothy Anderson, head 
New York Dress Institute 
by the industry to handle 


of 
set 


up the 


Phoenix Promotes 


fo Replace Silk 


Huge Cigaret Allowances 


to A. & P. Shown at Trial 


$900,000 in One Year 
Paid by 4 Companies; 
Whelan Record Shown 


Lexington, Ky., Aug. 14. — Huge 
advertising allowances to the Great 
| Atlantic and Pacific Tea Company 
‘by leading cigaret manufacturers 
during the early years of the last 

Poster; decade were disclosed here this 
week in the anti-trust trial of the 
‘big three” tobacco companies by 
the government, from records sub- 
poenaed from the company, while 
Gerald F. Morrow, executive buyer 
of A. & P., was on the witness stand. 

(A. & P. will launch a new maga- 
zine campaign featuring its own 
products in September. Details on 
Page 9.) 

From 
these 


Lisle Hosiery 


Issues 3-Color 
Other Companies: 
Ready for Changeover 


Chicago, Aug. 14.—One of the 
first advertising developments to | 
reflect changing trends in the wom- 
en's hosiery industry barged into 
the picture here today with the rev- 
elation that Phoenix Hosiery Com- 
pany, Milwaukee, will soon release 
to retail stores throughout the coun- 
try, a three-color window display 
poster promoting “Fine Lisles.” 

This the company’s first an- 
nouncement of hosiery made of 
something other than silk since an 
embargo was slapped on silk imports 
from Japan. Phoenix has enough 
silk hosiery on hand, however, to 
supply its customers for two months 
or more. The available stock will | 
be pro-rated. 

While contemplating the manu- 
facture of both lisle and rayon hose 


1930 to 1933, inclusive, 
records showed, five major to- 
| bacco companies granted a total of 
$2,756,418.48 in advertising allow- 
ances to the huge chain, and for the 
period 1930-1936 inclusive, the al- 
lowances totaled $3,164,638.19. 
After 1936 allowances dropped off 
sharply, the records showing only 
Brown & Williamson payments av- 
/eraging about $50,000 a year from 
| 1937 through 1940, and bringing the 
total allowances to A. & P. by the 
‘five companies for the 1930-1940 
period to $3,381,443.02. 


1S 


as well as nylon, Martin E. Koeh- | $900,000 in One Year 

iring, advertising manager of Phoe- ee ' 
nix, pointed out today that the | rhe most lush year for A. & P. 
spinning capacity of lisle in this | WS 1931, when four tobacco com- 
country is limited and only certain | Panies—R. J. Reynolds, Liggett & 
grades of rayon are useful for | Myers, American, and Brown & Wil- 
hosiery. Nylon, he believes, will | iamson—paid the chain a total of 


$908,827.51 in advertising 
pances. In 1932 A. & P. 
well, with payments 


allow- 
did almost 
from the 


satisfy about 25 per cent of the full- 
fashioned requirements this fall. 


Still Up in Air /four mentioned above, plus those of 

In view of the short time since Pz Lorillard, totaling $870,724.84. 
the silk supply was shut off by gov- The two biggest single allowances to 
ernment edict, Phoenix, like all | the chain came from American To- 
other women’s hosiery producers, | bacco Company—$437,500 in 1933, 
still finds itself in a stage of trans- | and $400,000 in 1932. 
formation and the complete re-| The detailed record of advertising 
arrangement of its advertising | allowances given to the chain, year 
program must await definite devel- | by year, by each of the five compa- 
opments in the production end of nies mentioned, follows: 
the business. 

While all women’s hosiery makers | 


; as 


| R. J. Reynolds Tobacco Company 


; . campaign, said that the views ex- |are struggling to realign their pro- | 1930 - $133,333.32 
Cas Se Sane Cane pores 4 the petition did not rep- | duction facilities for putting out | 1931 320,000.04 
Mr. Stewart took the position that resent any important segment of the products under the new dispensa- A ee ae 103,333.35 
all taxes on advertising are un- | jndustry. (Continued on Page 26) Liggett and Myers Tobacco 
sound. He declared that “a _ tax ; 
hots upon the column inches ap- 1930 — $62.500.02 
pearing in a publication, the num- - die ie Set ah 
| ber of square feet of an outdoor ad- Last Minute News Flashes oe 250,000.08 
| vertising surface, the time sales of 1932 213,218.61 
radio stations, or the sales price of Aetna Insurance Account to Arthur Kudner 1934 “saan 
neon-tube and electric a New York, Aug. 15.—Aetna Life Insurance Company and its affiliated | ‘aes 117.696.00 
clearly a tax upon advertising it-| _ ne igs ora eS a any. Automobile Insurance = 
self, and is mistaken in principle. Coepoaeny Aetna Casualty & Surety Company, . was Hartford. C 1936 58,848.00 
| “Advertising is a mass salesman | Company and the Standard Fire Insurance Company, dar ord, onn., | a on ; 
- ae ee . ‘ /have appointed Arthur Kudner, Inc., to handle their advertising. merican Tobacco Company 
j}and a tax placed upon it tends to | ‘ 
discourage its use and is, to say the . ° . 1930 -$ 62,500.00 
least, inexpedient and absolutely | Stewart-Warner to Launch Institutional Drive 931 325,000.00 
poner ye in economics. Such a tax Chicago, Aug. 15.—Full-page color bleed magazine copy will be used 9 Ponape 
ould be similar to a tax on the| by Stewart-Warner Corporation, beginning the latter part of this month, 1934 “Ne " 
|tools of a workman or the services | tg present the story of its diversified products as a contribution to na- 1935 ee Apne 43 
| of a salesman. The value of any tax | tional defense and better living. The campaign is in addition to product 1936 SOR ae ame ere ’ o- 
|from the standpoint of revenue is | advertising now running or scheduled. Hays McFarland & Co. directs et me oe 16,202.12 
(Continued on Page 30) the advertising. P. Lorillard and Company 
. = . See reey cer ero rere $ 92,400.00 
DIRECTORY OF FEATURES Underhill Leaves Sterling for Pacific Mills BRR 23,100.00 
| ad- libbing 12 New York, Aug. 15.—Barton H. Underhill, vice-president of Sterling| prown ana Williamson Tobacco 
Basic Business Index 28 | Advertising Agency, will join Pacific Mills to take charge of promotion Corporation 
Business Digest 22 | Sept. 2. He will concentrate on development of the Pacific Factag. He 
Editorials . 12 | succeeds Harold S. Birkby, recently named sales manager of the cotton )1930 ....... 6.00, --$ 2,265.62 
| Farm Paper Linage 23 | and rayon divisions. ears 13,827.39 
ae oy oy r 4 . REN b> 55 Sed Be dee Oe a 61,772.88 
Information for vertisers ° ° ae. aia lala a ee 32. 
MMogeriee Unage . 26 McKenna Heads OPM Paper, Publishing Branch ~~ tire ee 
Obituaries © : .27 Washington, D. C., Aug. 15.—Norbert A. McKenna, until he joined/1935 ................... 62,602.43 
te ee Review 7 |OPM vice-president of United States Plywood Corporation, has been |1936 ................... 48,431.33 
reg een dal 29 | named chief of OPM’s paper, pulp, printing and publishing EE 6S inc ecuctacesuns 68,871.20 
| Voice of the Advertiser ig | Which is the new name for the pulp and paper section. Seer re 66,245.75 
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August 18, 194) 


2 

1939 60,000.00 | 

See ee eee 21,687.88 
United Cigar Payments Shown 
Advertising payments by the 


American Tobacco, Liggett & Myers 
and R. J. Reynolds for window dis- 
plays were revealed in the testi- 
mony of Armand J. Toussaint, 
comptroller of United Cigars-Whe- 
lan Stores, who said the chain had 
received as much as $240,000 from 


a single manufacturer in one year 
for such window displays. That 


sum was paid by Liggett and Myers 
Tobacco Company to United Cigars- 
Whelan in 1935, Mr. Toussaint said, 
but he added that Liggett and Myers 
had made no_ such. advertising 
allowances to his firm since 1936. 
Taken Off Direct List 

Mr. Toussaint said similar pay- 
ments to the chain by the American 
Tobacco Company ranged from §$2,- 
440.80 in 1935 to $94,657.42 in 1938. 
The R. J. Reynolds Tobacco Com- 
pany’s payments to the chain for 


LATIN AMERICA 
MAILING LISTS 


Send for free catalog. 


LATIN AMERICA LIST & 
INFORMATION SERVICE 
223 FIFTH AVENUE NEW YORK 


window-display advertising ranged 
from $1,246.25 in 1936 to $50,507.25 
in 1938, he testified. 

The witness said his company re- 
ceived similar payments from other 
manufacturers for displaying their 
products in its windows. 

Vincent T. Connor, Manhasset, 
O., division manager of United 
Cigars-Whelan, testified the com- 
pany had been removed from the 
American Tobacco Company’s di- 
rect-customer list because of a con- 
troversy over a special offer where- 
by the chain stores were selling a 
combination of cigarets and razor 
blades at a special reduced price. 
The special offer did not include 
Lucky Strikes, the leading Ameri- 
can brand, he said, and as a result 
American officials complained of 
discrimination and struck United 
Cigars-Whelan from its direct-cus- 
tomer list. Until the chain was re- 
stored to the good graces of Ameri- 
can 22 months later, the 
bacco products from a jobber at 
prices slightly higher than it had 
been paying when it was on the 


| direct list. 


Check Advertising Appeals 


The manner in which cigaret 


manufacturers watch one another’s | 


advertising campaign was also re- 


| vealed to the federal court jury, as 


witness | 
said, it had to buy American To- | 


ADVERTISING AGE 


the monopoly case moved into its 
llth week. 

Included in the exhibits was a 
report by H. E. Bahls, sales man- 
ager for the American Tobacco 
Company, on his observations dur- 
ing a tour of the country in 1933, 


‘laugh. The general feeling is that) 
'R. J. Reynolds are taking in too} 


much territory when they say that | 


|no other cigaret has a single re-| 


deeming feature, but that Camels | 


| have a monopoly on all the quali- 


was including in Camel advertise- | 


ments certain expositions of the 
manner in which magicians’ tricks 
are performed. 

In a memorandum addressed to 
Vincent Riggio, vice-president 
charge of sales for American, Mr. 
Bahls reported: “Thus far, I can- 
not find that the new 
are being taken very seriously by 
the consumers. Those who have 
read the ads and are willing to dis- 
cuss them talk only about the tricks 
and might say, ‘I often wondered 


|rets were being sold at two pack- 
|ages for 25 cents, in a successful 


in | 


|two - for-a-quarter price for the 
Camel ads | 


| cent cigarets. “The change of price,” 


how Houdini got out of that milk | 


/can,’ but not one indicated that he 
had read anything about Camels.” 

Mr. Bahls expressed an opinion 
that advertising defeats its purpose 


when it makes excessive claims for | 


a product. In a continuation of the 
report to Mr. Riggio, he observed: 
“The jobbers and retailers § are 
more familiar with the point of the 
ads, but refer to them in a jocular 
manner, with remarks such as: 
‘They’re getting after you fellows’ 
guess they have the only 
that’s any good, with 


lor ‘I 
| cigaret 


BIG STUFF 


| 
| establish 
| payments called “advertising allow- 


jare 


| 
| 


‘ | not a defendant. 
« 


croachments of 10-cent brands. The 


| ties.” | 
when a competitor, R. J. Reynolds, | 


The Bahls report was made at a 
time when standard brands of ciga- 


effort to combat the serious en- 


sales manager commented that the 


former 15-cent brands was resulting 
in a rapid decline of sales of 10- 


he wrote, “has certainly stimulated 
activities of the retailers—they are 
fighting each other again.” He also| 
reported that the plan of selling 
two packages for 25 cents had in- 
creased consumption. “Those con- 
sumers who have been smoking 15- 
cent brands are now smoking more 
cigarets as a result of buying two 
at a time,” he reported. 

P. Lorillard Company is one of 
the defendants remaining out of the 
trial under an agreement to accept 
penalties if the “big three” and 
their subsidiaries and executives 
convicted. The Brown and 
Williamson Tobacco Corporation is 


Allowances Questioned 

From Mr. Morrow’s 
regarding A. & P. 
government 


testimony 
allowances the 
apparently tried to 


| Although 


an implication that the 


ances” were not expenditures purely 
for advertising, but more in the na- 
ture of a rebate or discount. The 
prosecution drew from him that in | 
one case a manufacturer’s “adver- | 
tising” allowance in a certain year 


|amounted to exactly 1 per cent of 


‘from the 


| were 


the volume of A. & P. purchases | 
manufacturer. However, 
in certain other cases the allowances 


not shown to bear such an 


——— 


British Railways’ 
to Continue U. S. 
‘Good Will’ Copy 


New York, Aug. 13.—Anticipat .g 
an unusual interest in tra e} 
through the British Isles with 4¢ 


advent of peace, Associated Bri 


& Irish Railways will continue 

policy of “maintaining contacts \ ith 
American friends’’ this fall thro; zh 
institutional copy in national ma ‘a. 


| zines and travel publications. 


Between September and " 
cember one “good-will” insert oy 
will appear in each of 10 nati 
magazines, as well as in other tra e! 
and local publications. Caples Co 4- 
pany, New York, is the agency 


Williamson to Navy 
Gregory Williamson will go on 
leave of absence as vice-presid: nt 
and radio director of Pedlar & 
Ryan shortly after Sept. 1 to tixe 
a position in the Navy Departm: nt 
directly under Secretary Kn x 
he has not revealed ‘he 
nature of his position, it is presun ed 
that it will be in the public relaticns 
field and that he will work w th 
Edward Lasker, who is on leave of 
absence as vice-president and gi n- 
eral manager of Lord & Thomas. 
According to L&T, Mr. Lasker is 
acting as a “special assistant” to 


| Secretary Knox. 


Releases Fall Schedule 

Vapo-Cresolene Company, New 
York, manufacturer of electric ; 
lamp-type vaporizers and Vapo- 
Cresolene, has scheduled a fall d 
winter campaign in 14 national 
magazines with spot announcements 
on two stations. Copy will feat 
relief for whooping cough and croup, 
colds, asthma and bronchitis. Irwin 
Viadimir & Co., New York, is the 
agency. 


/exact relationship to the volume of | 
| purchases, and Mr. Morrow said the 
|allowances sometimes were on the 
basis of a flat amount per store. |} 


Molor Wesi 


| Questioned as to the nature of | Automotive Trade Authority of 
jadvertising services rendered by | Pacific Region 
. | 
the A. & P. in exchange for the} 
P ” _— ‘, om — —) The eleven Far Western states form 
allowances, Mr. Morrow said they |] weaurniexr and most. intensively MOTOK 
|included window and counter dis-|[ IZED, sales field in the United States, M 
| - 4 than 5,150,000 cars, trucks, buses and taxicat 
a plays and mention of the company’s |] now operate in this vast region 


MOTOR WEST is 
manufacturers 
shop 


the medium through wi 
of motor vehicles, service par 
machinery and tools, car accessories 
present their products strong 

1 of the best-buying WHOLESAL! 


products in A. & P. newspaper ad- 
| vertising. He said the contracts | 
included “cooperation” 


also supplies cat 


the attentior 


with 
certain companies, For example, he 


: a4 Pn roi tee lead —" 
ae iim. |” woh K2 ee — 


RETAIL, and REPATIR-SERVICE concerns « 
as tien... an pet — said A. & P. sometimes gave a witowm aa 
bis bacco manufacturer figures com- | The circulation is to Automotive Jobt 
paring the sales of its products with Distributors, and other Wholesalers . . 

I » H 0 U y | 0 N the sales of competitive brands. || Tie tnd Anccusy Deaton eet nee’. 
Asked whether the A. & P. in such a Gnd service concerns 
case would reveal to the American Copies of publication, rates, and other 


available on request 


MOTOR WEST PUBLISHING CO. 


823 Rives-Strong Bldg. 


Tobacco Company how many! 
Chesterfield, Camel, and Old Gold | 
cigarets it was selling, he said it | 
/would. R. J. Reynolds was another | Los Angeles, California 
firm that obtained information on | 
‘the sales of competing brands, he | 
said. 


We consider $350,000,000 worth of defense orders big stuff. Especially when 
such a sum is dumped suddenly into such a market as Houston, which is NOR- 


MALLY way above average anyhow. Pay rolls are currently up 24% above a 


year ago in Houston. 


rr 


Twenty-four per cent increase in the buying power of a city the size of Houston 


(second biggest city in the South) and with the wealth of Houston (first in the 
South in Retail Sales, 1940 U.S. Census) IS big stuff. It makes Houston 24% ~~ j 
bigger than the BIG Houston NORMALLY is. 

When Taft was president, The Houston Chronicle copped the lead in advertising 


in Houston in Local, National, Classified and Total almost simultaneously 


—and The Chronicle has held that all-out leadership year after year ever since 
—on an increasing basis. During the first half of 1941, for instance, The Chron- 
icle GAINED 380,254 lines, while the second paper LOST 80,375 lines and the 
third paper LOST 105,204 lines (Media Records figures). 


ee 


ers! They'll tell you—aond they'll tell you The Chronicle does the job UNAIDED! 


THRLHOUSTONICHRONICEE 


warionat anncCARTHY FIRST IN CIRCULATION AND ADVERTISING FOR 28 CONSECUTIVE YEARS 


THE BRANHAM COMPANY 
National Representatives 


Who said “‘Summer Slump?” It’s “SPURT” in my language! 
Why, just one typical summer week means 292 sponsored 
quarter hours work for me—while a winter week had only 
198 quarter hours. That’s a 47.4% SPURT. Summer |iste™ 
ing mever goes on vacation with millions of auto and port- 
able sets being used—nor do sales for WSAI-Advertiser 


NBC RED AND BLUE—5,000 WATTS NIGHT AND DA’ 


THE CHRONICLE SELLS HOUSTON} WSAL concnns7ns.cw, 7474 


REPRESENTED BY INTERNATIONAL RADIO 
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hy Gin Dummfor| mur thy! 
Cin Summfopf war ich! 


tah, Vz could MC Gnenican 
ndaithicbeite abil mg capertencéd 
— Fritz lhy Ly bt 


COOPERATION 
“W hat a fool I’ve been, cane coorenton ain (or were?) his feelings 
what a fool I’ve been,” 
exclaimed the former 
backer of Hitler’s Brown 


Shirt revolution, the man 


33, CHAMPS-ELYSEES. PARIS 


after spending a fortune 
to make Hitler the ruler 
of Germany? 


ARRANGEMENT 


I.—~M. Thyssen transfert 4M. Reves les droits 
exclusifs de publication dans le monde entier 


de ses "Memoires" actuellement en preparation, 


who has become one of 
the big Gearon marks of 
today. 


Is he now in a German concentration camp 
—as so many believe? 


Has he already been done away with by the 
Nazis whom he virtually put into power? 


it 


America based on any degree of fact? 


And — most important of all— what are 
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Almost oll magazines give good dollar coverage of “A”, “B”, and 
“E” femilies—but at the PEAK of the market, where 60% of all sales 
are mode LIBERTY hits horder than any other mogazine, delivers 
IMPACT AT THE PEAK. 


Monte-Carlo, le. 29. JF... Ke 


aK od 


Are the rumors of his residence in South 


We can only answer the 
last question — by pub- 
lishing the documented 
memoirs as Thyssen dic- 
tated them in Cannes, just before the Nazis 
marched into his chosen place of refuge. 


| PAID HITLER’S WAY TO POWER is the story 
of a business man who financed a social 
philosophy, only to have it turn on him and 
destroy him. We think you'll agree that it is 
an important and significant contribution 
to the thinking of the day. 
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4 ADVERTISING AGE on 194] 
an absorption of one company by thrown in. a film based on “The Adventures 

Adwomen Name Spe | in absorp ) ; 
‘ 7 wondagy seg “* evn Seaforth Now another. It’s rather the result of Mr. When he was first launching the of Jimmy Allen,” Skelly Oil Com- 
Ss aes See 6S een | McKelvy’s requiring new capital line he placed various odors in| pany’s radio story. On the movie 

organized by the Women’s Adver- aye ; < ; 3 48 
tising Club of St. Louis to cooperate a 2 ‘. for further growth and choosing to! keyed bottles in widely scattered| lot, Mr. McKelvy got the hunch 
with women’s clubs. Club members Linked th V k become a subsidiary, or affiliate, of | telegraph offices. Here men using | which today has paid off in figures 
also will give a series of talks on WI IC 7 a $60,000,000 concern; and thus| telegraph services were asked to “too indecent to mention. I could 
advertising at Maryville College of benefit by Vick’s tremendous quan-| indicate their choice. The scent | quit work today, if I chose,” says 
the Sacred Heart, St. Louis. ® tity buying power. In the new now sold internationally as Seaforth | the Father of Seaforth, “if I didn't 

ans Xpansion |setup, Alfred D. McKelvy, who| was so predominantly first in this| get so much fun out of it.” 


To Head Elliot 


Howard M. Hubbard, now presi- 
dent and general manager of Green- 
field Tap & Die Company, Green- 
field, Mass., will join the Elliot 
Company, Jeannette, Pa., as presi- 
dent Sept. 1. 


Jaffe Named Howard A. M. | 


Rapid Rise of McKelvy's 
Men's Toiletries Is Saga 
of an Idea 


By WALT RASCHICK 


| forth line. 


originated Seaforth and has directed 
its rapid rise, will remain president 
of the company he founded. 
quarters will remain 
apolis. 


in Minne- 


Seven Items in Line 


seven items in the Sea- 
Each of them retails for 


There are 


Head- | 


test that all guesswork was elimi- 
nated. 

| All research behind Seaforth is 
| authentic, historically accurate. The 
name Seaforth was borrowed from 
Scotland’s most famous regiment, 
the Seaforth Highlanders, whose 
men must be “over six feet tall and 
of handsome 


Mr. McKelvy believed then that 
|way down deep, every man feels a 
|pride in his personal appearance. 
So, after work on the set, he would 
spend his spare hours sketching out 
his rough ideas for a men’s line of 
toiletries. 


Containers Sell Product 


Minneapolis, Aug. 15.—‘*McKelvy |one dollar because Mr. McKelvy Speer remre- In the rush of activity, the ix 
; ‘ has sold Seaforth Company to Vick | believes men _ prefer dealing in aie Sek’ goed : 5 Hie, 
Raymond Jaffe, formerly with Chemical.” % “round sums.” beh a than wn Packages Win Prize was laid aside until 1939. Then, 
Allied Radio Corporation, Chicago <e ' nica ge +: : 7 S Packaging, likewise, is stream-|0N a trip to Chicago, his origin.) 
os ; } pel cabpere pty ab Those eight words flashing over/|for change, holding fast to the|.. *“*** 8, ee iy ; e iemiin ‘ds : ° 
has been. appointed § advertising the telegraph ticker tel , re ; ciel ; Seer lined strictly to the authentic Scotch |Sample containers so impressed 
manager of the Howard Radio Com- | the telegraph ticker tell only the theory that such women’s catch Seaforth tweed motif. Kept simple, | Marshall Field’s advertising man- 
pany, Chicago. smallest part of the story; one of|prices as 98 cents and $1.89 don’t | °°2t0r in reed aca ee ee’ | ager that Mr. McKelvy was give 
; the most dramatic stories in the|appeal to men. Because of this without frills, ws 6 mene package. aie Aled an ac bes ~ ga i 
ais advertising business for many a | price structure the number of Sea- In competition with 30,000, = du aa hs °° : : at gp LA : 
es , forth outlets is restricted Seaforth line won first prize in the duction had started! Other orders 
8xi0 10 For the Alfred D. McKelvy Com- Mr McKelvy has worked out ali | 1949 All-America Package Com- fromtigge ars a Soeen i = om 
' ‘ apts : | petition: signal tribute to the man /|from his BBDO agency job and 
In L ‘pany, from an obscure start 18)|his own formulas, many of them in | P©& a on : | hang out his shingle as a manuf 
ev b ote vl - nad va iia 'months ago, today plans a stepped-|his kitchen at home. His first | With the idea! read ee ae = 
se actuc yhotos in your catalogs 0 olic 2 P « . P iW y F > avorée 2 
direct mail. Send. photograph or ’revative’ | Up advertising campaign for Sea-| desire was to arrive at odors really| 5° cognizant of the favorable | 


| , ttn ileus cialis : | s — 
We do the rest. Quotations supplied for any | forth men’s toiletries between now masculine in origin, believing that | PUblicity given the Seaforth name | suis first shipment was made on 


size ame low prices | . . . . | , . , ar ae . j ‘ rs ‘ Oo 4 rs rt 
wetlarde ive in tots of 1.000 (and Christmas which will pour! men instinctively shy away from| re the Seaforth Highlanders that | ctober 31, 1900. Eis first Se ¢- hn 
———— . : ‘shi ” ; . : : they entertained Mr. McKelvy last | | advertisement appeared in the No- 
IMPORTANT ANNOUNCEMENT! | aay ,000 into the “big league” maga-|the effeminate scents which too ? S vember issue of Toilet Requisites 
Enlargements Now at Strikingly Low Prices: | zines. That’s $1,000 a day—300 per | often accompany toiletries. Basic | Y°@" at Vancouver, B. C., presenting | |Harking back to his origins | toll, 
30’x 40” — $1.75 ea. 40x 60” — $3.50 ea. jcent more than for the same period | Seaforth formula is Scotch heather, | im with a silver crest, token of | ** = = ag 
(Mounted or Unmounted) their esteem |wood hunch, the headline read: 
in 1940. with a dash of highland fern (bit- : : , “ . wien pan 

oe St. M.Y.C. The Vick purchase isn’t entirely |ter), plus a touch of peat moss| Tough production problems are | Men Like to Dress Up, Too 
ve «+ Laecnsalcdliaaesa hs andbscallgied . saute - on ~ |“duck soup” for President McKelvy. That’s still the underlying theme of 

| When obstacles arise, he simply | the aaa ataata le advertising today 

aon i We | invents the easy way around them 


om = . _ . . _ —_ mee ees pen — - mre came ee — 
¥E » . . 
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|He developed a new technique in Show Field Kitchen 


applying decalcomanias to spher and National defense will be the the: 
surfaces for his crockery jugs and|of [Independent Grocers’ Alliance 
| stone mugs. |summer conference in Chicago Aug 
These decals can be removed, | 25-26, and one of the outstandin 
giving the purchaser practical items |exhibits planned is an army mes 
for daily use, once the toiletries | unit and three army field kitchens, 
| have been used. The little shaving | With exhibits of food served service 
|mugs double ideally as Tom and |™E€n- Slated to_appear on __ the 
Jerry mugs. The lotion jugs are | SPeakers list work Dr. Hugh M. Cole, 

, military expert, and Maj. John N 
capped with a new, patented type Gage, Quartermaster Corps. The 
of closure for liquid containers, 


display will be in the lobby of the 
invented by Mr. McKelvy when a| Knickerbocker Hotel, where the 
tough problem presented itself. 


convention is to be held. 
Sold Internationally 
é a Promoted by C-I 
Despite widespread oo. Carnegie-Illinois Steel Corpora- 
ment when he started 18 mont S| tion, Pittsburgh, has named Charles 
ago, today Mr. McKelvy’s Seaforth|—. McIntyre, for the last year and 
toiletries are sold in 17 foreign|a half manager of the Buffalo office, 
countries. There are factories in|assistant manager of sales at De- 


Se ee ee 


hndiiiniinta, Sind, 


ick. 


> Minneapolis, Los Angeles, Mexico | troit. 

| City, with a new factory opening a 

4% | in Canada before Nov. 1. Last week Sloan Valve Elects 

4 |shipments left for Shanghai and W. E. Sloan, founder and for 36 


se eee 2 he Ae Kg 


Si nie = te Seen a 4 Buenos Aires. years president of Sloan Valve Com- 


The fall and winter ad schedule |pany, Chicago, has been named 
is all “rainbow” . full pages in|;chairman of the board. R. M. 
four colors. |Nelson, vice-president, succeeds 
| When Mr. McKelvy left BBDO, Mr. Sloan as president. 
| he felt he could best keep the prized | 
F U L L E R & & M I T H & R oO y gS friendships he had made there | 
active and alive by having BBDO 
handle his business. They've 
handled it ever since the budget 


| was too thin to permit hiring pro- 
|fessional models for pictures—so 
Mr. McKelvy posed for his own ads 
to save money. 

Today—just a brief 18 months 
|later—he doesn’t think his physi- 


CLIENTS 


The Alliance Porcelain 
Products Company 


Mark Cross Company 
Detroit Steel Products Co. 


New York University 
Olney & Carpenter, Inc. 


HARMON 


The best job of mass-explanation 
of an oversold condition is being 
done by the Aluminum Co. of 
America . . . a classic example 
of a beautiful blending of candor 
and common sense, simply and 


7 7 
ae Say B. F. Drebontold The Patterson-Sargent Co. ognomy adds any glamor to the Michigan's 
Co., Ine. — : enue nafiawe we 
The Aluminum Cochias Pencil Points story. He prefers to just keep busy, | 


Emery Industries, Inc. 
Ferguson-Sherman 
Manufacturing Corp. 
Ford Tractors and 
Ferguson System 
Implements 


The Pennzoil Company 
Plymouth Cordage Co. 
Presto Recording Corp. 
H. H. Robertson Company 
Steel Founders’ Society 
of America 
The Strong, Carlisle & 
Hammond Company 
The Trundle Engineering 
Company 


having “more fun than he’s ever | 

j}had in his life—and getting ten 

| years younger since Seaforth started | 

‘rolling.’ ” | 
Joined BBDO 


class of 1924, 
McKelvy is a graduate chemist | 


Utensil Co. 
Aluminum Ore Company 
Aluminum Seal Co. 
American Lumber 

& Treating Co. 
American Magnesium 

Corporation 
The Austin Company 
The Bassick Company 


Greatest Star 


JOINS ' 


Michigan’s 


Firth Carpet Company 

Fostoria Glass Company 

The B. F. Goodrich Co. 
Brunswick, Diamond, 
Hood and Miller Tires 


A Princeton grad, 
Mr. 


F : . 
‘ Brockway Glass Co., Inc. Goodrich end Mill Westinghouse Electric and mechanical engineer. He be- 
persuasively presented... proves The Bryant Electric Co. } sao ab ~~ & Manufacturing Co. came associated with Batten, Bar- | rea es a 10f 
that even inthe largest companies shes ~ wsaer em ney Hereules Powder Compeny Went Gomeanr” ton, Durstine & Osborn in New| 
Central National Bank Kensington Incorporated pe en weed —— York, later moved out to Minne- 
of Cleveland Westinghouse Electric 


of New Kensington 


KMPC The Station of 
the Stars 


apolis as executive on the Cream 
of Wheat account. 


Certain-teed Products 
Corporation 


is where matters of published policy 
- are doubtless passed upon by 


International Company 
Westinghouse Electric 


WIK 


Chase Brass & Copper Co. Supply Company I 1935, havi authored “The 
many brass—or should we say : . Lewis & Conger Ww ™ n % having au 
‘ > f a eland tory Mee Co. sapeer name Peed ne io Adventures of Clementine” for | THE G ILL STAT! ON 
aluminum? — hats the ed eora The Cleveland Press slass Company ; ipl a ide ‘ > Ww Ww 
’ g The Cleveland Railway Went Sean Panes Go. Tide Water, he went to Hollywood | 


Lincoln Bag Company 

Medo Photo Supply Co. 

Modern Talking Picture 
Service, Inc. 


The National Screw & 
Manufacturing Company 


Company 
The Climalene Company 
Commonwealth Shoe 

& Leather Company 


P. & F. Corbin 


delicate verbal point need not 
be dulled.—By A. H. Dix in 
The Iron Age. 


Date 


Woc 


FOR TRI-CITIES 
Davenport - Rock Island - Moliné 
FREE & PETERS, INC. 


ives 


to work with Paramount on picture | 
angles of that radio script, and on | 


The WGAR Broadcasting 
Company 

White Sewing Machine Co. 

WIR The Goodwill Station 

The Wooster Rubber Co. 
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ADVERTISING AGE 


Protect Your Profit M 


argin by 


Lowering Your Cost of DISTRIBUTION! 


Lo, pity the poor manufacturer of today. He is 
caught in the middle of a squeeze that pinches him 
where it hurts—-in the wallet. 

On the one hand, increased taxes, rising labor 
costs and higher prices of raw materials combine 
to increase his cost of production enormously. 

On the other hand, price ceilings and increased 
consumer taxation shout an emphatic ““NO” to 
the idea of passing much of this extra cost on to 
the consumer in the form of higher prices. 

Thus it is of extreme importance today to see 
what can be done to reduce the cost of distribution 
by studying its most controllable factor, advertising 
—to see that you are reaching the greatest possible 
number of consumers for every advertising dollar 
you spend. 

If you’re not using radio you really ought to 
look into it—especially into the Blue Network of 
NBC—because it ss the most economical way to 


increase the flow of goods from your factory to 
your customers. If you're already on the air, we 
suggest you Compare your current radio picture with 
these well-known advantages of the Blue Network: 


ECONOMICAL COVERAGE The Blue concen- 
trates its coverage in the Money Markets, where the 
nation’s buying power is heaviest and where you 
do your most profitable selling. 


ECONOMICAL POWER) Power is always expen- 
sive, but not always effective. ‘The Blue concen- 
trates its high power stations in areas where power 
is needed, conserves it elsewhere. You pay where 


you need it—-and save where you don’t 


ECONOMICAL COSTS 


plus the famous ‘*Blue Plate Discounts” give Blue 


Concentrated coverage 


advertisers national coverage at the lowest cost 
ee . 
of any medium entering the home. By © going 


Barrelhouse, Boogie -Woogie, Blues) famous 


at 9:00 P. M. (ET) via the BLUE. 


a 


as 


ink, 


+. @ Re eae: 
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THE SHOW ‘BUY’ OF THE MONTH —““ THE CHAMBER MUSIC SOCIETY 
Oo} LOW ER BASIN S I REI I _ The show that made the **'Three B’s** 


and humor has built an enthusiastic (almost fanatical) audience Monday nights 


Eizz -Enioy 


Sales Thru the Air 
at the Lowest Cost 
of Any Medium 
Entering the Home! 


national’’ on a modest budget, you have more to 
spend on your program. 


ECONOMICAL PROGRAMS 


oe ’, 
not only get more listeners for every time dollar 


Blue advertisers 


they spend; they also get the most out of every 
“talent dollar.’’ A recent study shows that Blue 
programs cost 22‘¢ less for every ‘“point’’ of rating 
than shows on the other major networks, Bolstered 
by the finest schedule of news, sports and public 
service programs on the air, they've built audiences 
as loval as they are large their average evening 
CAB rating of 10 proves that! 


Why not call in your Blue Network salesman to 
see how you can lower your cost of distribution by 
reaching more ears per dollar—a vital advantage in 
today’s selling picture. 

NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


his clever combination of jazz 
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Vitamins Theme of 
Comet Rice’s New 
Product Promotion 


Beaumont, Tex., Aug. 13.—Climb- 
ing aboard the vitamin bandwagon, 
Comet Rice Mills is currently 
launching full-scale promotion for 
its Vitafied Comet rice, designed as 
a replacement for its white rice, 
and will call its brown rice the 
“birthplace of vitamin B,.” One of 
the most venerable brands in the 
food industry, with an advertising 
history dating back 40 years, Comet 
believes its present campaign en- 
tails “probably more simultaneous 
changes than in all its 40 preceding 
years put together.” 

Spadework for the campaign 
comes from a six-month campaign 
in 122 newspapers, four national 
magazines, radio, display material, 
tie-ups, recipe booklets and 
cialty work. Light touch 


spe- | 
is the} 


FORTIFIED RICE 


on emergency pontry shelf? A stock 


1 quick to fie foods for every occomon ond pur 


aicsiad waite Udamun 3 
© pecen, Comet One 4 


This newspaper advertisement, to appear 

in October, indicates the ‘'Vitafied'" ap- 

peal being used for Comet Rice Mills 

along with recipe copy. Leche & Leche, 
Dallas, is the agency. 


Business Paper Adv. Schedules 


1941 Annual Now in Preparation 
No Charge for Listings 
Are Your Reports In 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


copy 


keynote, with reliance on 
humorous illustrations and head- 
lines. Leche & Leche, Dallas, is the 
agency. 

The company is reticent about 
manufacturing details of its new 
product, but says the Vitafied rice 
will cook faster, is flakier, drier and 


| wanted rice 


, commercial 


ADVERTISING AGE 


lighter. Before undertaking the 
present campaign, a 14-month sur- 
vey was made embracing 15,000 in- 
terviews in 160 markets and rang- 
ing geographically from Halifax to 
Honolulu. Notable results from the 
survey showed that the consumers 
to be made “interest- 
ing’; wanted more recipes; better 
ways to prepare rice; and wanted 
packaged rice. 


Boston Conference on 
Distribution Oct. 6-7 


Latin American trade relations, 
price control under war emer- 
gencies and important trends in 
distribution will be the three major 
themes at the annual Boston Con- 
ference on Distribution, Oct. 6-7. 

Among the speakers will be Nel- 
son A. Rockefeller, coordinator of 
and cultural relations 
the American republics, 
Arnold, assistant 


between 
and Thurman 
attorney general. 


Barnes Issues Grid Guide 
“The Official Football Guide,” 
which has been published annually 


| for nearly 40 years by A. G. Spald- 


ing under the imprint of the Ameri- 
can Sports Publishing Company, 
has been taken over by A. S. Barnes, 
& Co., New 
issued the 1941 guide in a slightly 
smaller size with new typography 
and laminated cellophane cover. 


POPULA 


WHO 


WILL KEEP THEIR CARS 
LIKE NEW? 


With curtailed production of motor cars a certainty, the present 
owners of cars and the manufacturers of accessories and mainte- 
nance products have a joint responsibility. 

Owners will be expected to maintain their cars and to operate 
them as efficiently and economically as possible. Manufacturers 
can help by telling their stories to a select, concentrated group 
of car owners who understand economical maintenance and 
operation of automobiles. 

Such a group is the readership of Popular Mechanics Maga- 
zine —the only 25 cent magazine in its field. 

These readers are mechanically minded, and in Popular 
Mechanics they read many authoritative, helpful articles about 
the care, maintenance and operation of cars. By their response 
to advertising in Popular Mechanics they have proved, over and 
over again, that they are interested in keeping their cars looking 
and performing like new. 

Eighty-eight and one-half percent of Popular Mechanics read- 
ers own cars—so a reader survey showed—and twenty-three 
percent own two or more. 

At the present level of circulation the automotive product 
advertiser can reach 549,200 car owners, with over 691,900 
cars, with page advertisements at less than One-Seventh of a 
Cent per Car Owner. 

The pages of Popular Mechanics make a popular meeting 
place for automotive product manufacturers and car owners who 
take pride in the looks and performance of their cars. 


Are you represented with adequate space in this Automotive 
Market Place? 


fECHANICS 


200 East Ontario Street, Chicago + New York + Detroit » Columbus 


York, which has just} 


FCC Jurisdiction 
May Be Settled 
by Legislation 


Stahlman Ordered 
Testify at Hearings 
Press and Radio 


Washington, D. C., Aug. 15.—The 
court battle over the question of 
where the Federal Communications 
Commission’s powers stop advanced 
one stage this week when the fed- 
eral district court here ordered 
James G. Stahlman to testify be- 
fore the FCC, upholding the FCC 
contention that its legal power to 
prevent press participation in 
broadcasting could not properly be 
tested before such a policy is 
adopted and while it is merely the 
subject of inquiry. 

“Until such action, if any, be 
taken,” Federal Judge James W. 
Morris said in a memorandum ex- 
plaining his order, “its constitution- 
ality cannot be weighed and de- 
termined by a court, and, indeed, no 
presumption is to be indulged in 
| that any action will be taken that 
is unconstitutional. The inquiry 
should be conducted fairly and rea- 
'sonably, and it must be presumed 
that it will be.” 

The test case, brought by 

FCC against Mr. Stahlman, pub- 
lisher of the Nashville Banner and 
former president of the Ameri- 
can Newspaper Publishers Associa- 
| tion, resulted from the ANPA legal 
strategy of forcing a show-down on 
FCC’s power to hold hearings on 
the question of whether newspapers 
shall be granted radio licenses. 

The case arose when Mr. Stahl- 
man failed to appear as a witness 
in answer to an FCC subpoena. Eli- 
sha Hanson, ANPA counsel, had 
advised Mr. Stahlman and three 
other newspaper men not to appear, 
on grounds that the proceedings are 

illegal. FCC does not need Mr. 
Stahlman’s testimony in building 
its case, but the test is important 
because a final court ruling uphold- 
ing Mr. Hanson’s contention would 
bring an end to the inquiry, now 
recessed until fall. 

Judge Morris’ decision is regarded 
| only as a stepping-stone in the case, 
| since it seems certain that the de- 
| cision will be appealed. 

The long legal road may never be 
| traversed, however. Within recent 


on 


| weeks radio bills have been intro- | 


duced in both the Senate and House, 


to | 


the 


—— 


and sentiment seems to be growing 
lon Capitol Hill to the effect that 
Congress should turn its attention 
to radio legislation this session. [f 
|this materializes and new legis|,- 
|tion is enacted, the question of Fic 
|jurisdiction in this matter q 
others still pending will proba! |, 
be determined finally. 

By coincidence, on the very y 
that oral argument was held in 
court, Mr. Stahlman’s applica‘ on 
for a broadcast station in Nashy |e 
was the subject of an FCC hear g, 
As chairman of the board of Na 4- 
ville Radio Corporation, a new co 4- 
pany set up by the newspaper to 
operate a broadcasting outlet if F c 
okays the application, Mr. Stahln in 
|was in the unusual role of ask jg 
|FCC for a license at the same ti 1e 
that FCC was taking to court js 
|failure to appear as a witness 4t 
the newspaper-radio investigati n. 
Mr. Stahlman is now on active duty 
as a lieutenant commander in © je 
Navy. 


Joins N. A. Winter 


Walter C. Hughes, Jr., who f. r- 
merly conducted his own public e- 
lations and advertising office in 
Chicago, has joined N. A.. Win er 
Advertising Agency, Des Moines. as 
director of media and research 


Two Name Cory Snow 


The McCarthy Freight System, 
Taunton, Mass., and Shaw box 
Company, Pawtucket, R. I., hove 


appointed Cory Snow, Inc., Provi- 
dence, to handle their advertisin 


FOR JUNE, 1941, 
THE EVENING 


PUBLIC LEDGER 


CARRIED 24.7% 
OF ALL NATIONAL 
NEWSPAPER 
ADVERTISING IN 
PHILADELPHIA AS 
AGAINST 22.9% 
FOR JUNE, 1940. 


WOTE: These figures are for standard-size daily papers. 


Turn fo C 


CHICAGO greased-light 
410 N. Michigan Ave. 


Whitehall 6000 
e 
HOLLYWOOD 


6624 Romaine Street 
Granite 4134 


Inc., demand 


REMINGTON SHAVERS 


One of the many great national account 
. that have found what they want in the slic! 


Columbia Transcription Service. Big age« 
cies like Batten, Barton, Durstine & Osbor”. 


appreciate Columbia's ultra-modern equ! |» 
ment... and smooth, efficient service. , 


olumbia Transcriptions 


ning performance of the nev 


the best for their clients. Th: ¥ 


Columbia TRANSC RIPTIONS 


Made by The Columbia Recording Corporation. 
A Service of The Columbia Broadcasting System. 
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Hearings on Price 
Bill to Be Held 
O'f for Month 


Control of Advertising 
Possible Under Present 
Draft 


shington, D. C., Aug. 13.—| 
Ad. ertising is not mentioned in the | 
pri --control bill now under con- | 
sid ation, but an analysis of its| 
pro isions indicates that the govern- 
ment would get new and broad con- 
tl over advertising if the bill is 
enacted in its present form. 
liearings on the bill, H.R. 5479, 
ha been in progress before the 
House banking and currency com- 
mittee for more than a week, but | 
the possibility of its provisions being | 
applied directly to advertising has | 
not yet been discussed. Hearings | 
are expected to be lengthy, and | 
drastic revisions are believed likely | 


before final passage. Whether any | 
of these changes will limit possible | 
effects on advertising remains to be | 
seen. Hearings on the bill are due | 


to be recessed Friday until Sept. 15, | 
despite Leon Henderson's plea for | 
speedy action. 

One of the powers to be granted 
to the President under the bill as 
now written would permit him to 
“regulate or prohibit” selling or 
marketing practices “which in his | 
judgment are equivalent to or are 
likely to result in price increases.” 
Advertising, being a form of “mar- 
keting practices,” appears to be 
covered by that provision. 

“Commodity,” as defined in the | 
bill, “includes services rendered in | 
connection with the processing, dis- | 
tribution, storage, installation, re- 
pair, or negotiation of purchases or | 
sales.’ Under this broad definition, 
price regulation of a product might 
also include its, advertising. 

Another section dealing with the 
obtaining of information gives the | 
President power to demand what- 
ever records and other documents 
he may seek. This information may | 
be publicized when he decides “the 
withholding thereof is contrary to} 
the interest of the national defense | 
and security.” This broad investi- | 
gatory power would allow the gov- 
ernment to unearth and publish any | 
data on advertising expenditures, 
volume or relation to cost of arti- 
cles promoted. 


Publications Excluded 


The bill also confers authority to 
require licenses to either buy or | 
sell any product under price con- 
trol. The lone exception is “that | 
no such license may be required as | 
i condition of selling or distributing 
hewspapers, periodicals, books or | 
ther printed or written material.” | 

This clause has been discussed at 
Nearings earlier this week, David 
Ginsburg, general counsel of the | 
Office of Price Administration and | 
Civilian Supply, was asked why 


ee 


WEED A 
FRESIA SLANT. 


ON SELLING BY MAIL?. 


SET THe NEW collection of commer- 
4! Ss} -imens on Hammermill Off- 
a warehouse of new ideas 
advertising! Samples of 
offset jobs produced for 
rent advertisers: folders, 
nu italogs, broadsides . . . out- 


and examples of 1l-color, 2- | 
2 olor work. 

WETHIS COLLECTION as an idea 
*nerat in planning your next 
‘et pece. And see the fine repro- 
ol ou get on Hammermill 


a . the brilliant color work 
, "eh. life-like halftones. For a 
- Copy, write on your company 
terhe to Hammermill Paper 
» Dep:. AA, Erie, Pa. 


this provision was included. He 
said the constitutional guarantee of 
freedom of press prevented the re- 
quiring of a license for newspapers. 
Leon Henderson, OPACS Adminis- 
trator, added that another reason 
was that the sale and distribution 
of newspapers and periodicals “do 
not seem to require having a ceiling 
put on them from an economic 
standpoint.” 

Asked by the ranking minority 
member of the committee, Rep. 
Jesse P. Wolcott of Michigan, if he 
would have any objection to the 
inclusion of a further guarantee that 
there will be no restriction on the 
press, Mr. Ginsburg replied: “Cer- 
tainly not.” Rep. Wolcott suggested 
that the words “order or regulation” 
be added to “license.” 


Shortens Rate Period 


|periods was reported in Apvertistnc tive issues, the five articles will | ern 


The two OPACS officials are the = 
only witnesses heard so far in eight President to 
days of hearings. It is presumed, | : : 
of course, that the President would Write 5 Articles 


delegate authority granted him by 


President's volumes of public papers 
which will be published some time 
after the conclusion of the series 
Covering outstanding events in his 
’ . a oresidential career such as the plan 
the bill to OPACS, and committee for Collier Ss + “pack” the Supreme Conk te 
members are probing deeply to find New York, Aug. 14.—For the/neutrality act, the lease-lend bill 
out how Mr. Henderson would ad- second time since he took office in|and other questions of current 
minister the measure. 1932, President Roosevelt will) interest, Mr. Roosevelt will present 
appear in print as the author of a|his own side of the story for the 
series of articles for a national | first time. 
magazine. His first magazine writ- —_—_—_ 


National Geographic Magazine, ings, in Liberty in 1938, marked the 

Washington, has announced that first time that a president in office Form Sport Group 

effective Sept. 30, orders at present had written for anv publication. A committee of newspaper and 
advertising rates will not be ac- The new series will appear in| radio men has been formed to pro- 
cepted more than three months in Collier’s under the title “The Fight |™0te the formation of the North- 
advance. In taking this step, Geo- Goes Or ” Beg + with the — west Press and Radio Association, 
graphic joins Crowell-Collier and “°° ~ eginning with the Sept. cooperative organization for the 
Hearst, whose shortening of contract !3 issue and following in consecu- | packing of sports activities in north- 


Wisconsin, Minnesota and 


AGE Aug. 11. constitute the introduction to the Michigan. 
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MEN FOLLOW PAYROLLS. Families follow men — 


and settle down near factory gates. Here, in unfa- 


radio. From the nearest network station they hear 
the same coast-to-coast programs that were the 
favorites back home. Programs which flank your 
own broadcasts on KNX. 
off to bigger audiences from the start! 

ONLY RADIO REACHES THEM ALL! 

Only radio follows these new wage earners wherever 
they go—molds their buying habits without 


interruption. Only radio provides that continunity 


In Southern California the best 
radio advertising buy is.... 


REPRESENTED BY RADIO SALES with offices in New York, Chicago, Detroit, St. Louis, Charlotte, and San Francisco 


? 


~ MARKETS ARE OM THE WIOVE! 


of impact which will help you get your share of 
Southern California’s vast, extra spendable income 
their only fixed landmark is —right from the very first pay check! 
KNX MAKES MOST SALES! 
Ask retailers what plays the liveliest tune on South- 
ern California cash registers. They know which brands 
..and springboard you consumers buy, what makes them buy. 

They'll tell you “Because KNX reaches the most 
people, it is the strongest single influence in mov- 
ing branded merchandise off our shelves.” 


So, naturally, KNX tops a// other Los Angeles 


stations in total business carried. 


LOS ANGELES- 50,000 WATTS 


COLUMBIA'S STATION FOR ALL SOUTHERN CALIFORNIA 
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FCC Sell Order 
Fails to Check 
Blue Net Growth 


New York, Aug. 14—National 
Broadcasting Company this week 
issued a statement highlighting new 
developments on the Blue network 
since May 2 when the Federal Com- 
munications Commission released 
the order calling for its disposal. 

Signed by Edgar Kobak, director 
of sales, the statement described the 
Blue web as “a better network than 


New Haven’s Big 
Employment Jump 


New Haven, Connecticut, chosen as 
one of the ten top U. 8. cities for 
business by Forbes Magazine has an 
Increase in employment of 43.65% 
over 1940, with an increase in work- 
ing hours of 43%. Aside from the 
city of New Haven'’s employment 
there are 889 industries in “Register 
City” the great test market of the 
New Haven Kegister. May we send 
you a market brochure in color de- 
seribing “Register City?” Address 
New Haven Kegister, New Haven, 
Connecticut. 


PSS eee er ee eee eee ee eee ee 
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|ever’ and to prove the point cited 
|new advertisers, the addition and 
| improvement of stations, and 
| strengthening of coverage. 

Going into these activities in de- 
|tail, Mr. Kobak said that the Blue 


has signed 15 new advertisers, in- | 


cluding 10 who are new and five 
who were on the network in 1941; 
that four stations have been added 
and two will join in October, with 
58 seeking affiliation; that nine sta- 
tions have completed “major im- 
provements”; and that improve- 
ments in power and frequency are 
“authorized and under construction” 
for a number of stations. 

NBC took another step this week 
to separate ties between the Red 
and Blue networks by ordering that 
advertisers may not shift from one 
network to another except at the 
conclusion of fixed portions of a 
contract after 30-day notice has 
been given. 


Oudersluys Changes 

| Richard W. Oudersluys, formerly 
| with Ross Federal Research Cor- 
|poration and Hooper Holmes Bu- 
|reau, Detroit, has become president 


and part owner of Commercial 
Services, Park avenue bldg., De- 
troit. 


National Dairy 
Expands Frozest 
Line in Midwest 


New York, Aug. 14.— National 
Dairy Products Corporation will ex- 
pand its distribution of frozen foods 
in September when six divisions in 
the Middle West begin the sale of 
frozen fruits and vegetables under 
the name of Frozest, previously ap- 
plied only to ice cream. 

Sale of the Frozest line will be 
limited to restaurants, hotels and 
other institutions. National Dairy 
will not engage in production but 
will buy from other companies 
while promotion will be localized. 

Other divisions of National Dairy 
have been in this field for a num- 
‘ber of years. Southern Dairy has 
acted as a distributor for the Birds- 
eye products of General Foods Cor- 
poration and General Ice Cream has 
distributed frozen foods under the 
GIC label. 


Joins ABC 


Interior Design and Decoration, 
New York, is now a member of the 
Audit Bureau of Circulations. 


“We have to wait 'till 5:00 a.m. for you to open” 


Recently, we asked 5,000 families to 
criticize W BT. And 4 out of every 5 


had something to say about us. 


Only twenty-seven out of four thou- 
sand made complaints. The rest of 
the folks wanted more of what we 


give them all the time. Hundreds 


said, “WBT 


enough.” We 


5:00 am. for you to open up.” 


Twice before we've stretched our 


broadcasting 


teners ...each time tumbling Grady 
Cole out of bed one half-hour nearer 


midnight than dawn. 


Now 


isn't on the air long 


have to wait around ‘til 


hours to please our lis- 


advise... 


it appears that we must pull 


Grady Cole's covers off even earlier, 


for WBT does what its listeners 


and vice versa. 


Through 20 years our local programs 
and people have mutually molded 
themselves to suit each other. To suit 
advertisers, too. For in this uncom- 
mon companionship of station and 
audience is a basic reason why W BT 
does the best sales job in the Carolinas. 
Let us show you how easily others 
have captured this rich market... 
and how easily you can do so, too. 


* Twenty hours each weekday! 


WBT 50000 WATTS «+ CHARLOTTE 
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Owned and operated by the Columbia Broadcasting System. Represented by Radio gs 


Sales: New York + Chicago + Detroit + St. Louis + Los Angeles + San Francisco 
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New Newspaper 
Group Planned 
by Breckenridge 


New York, Aug. 
| group of newspapers in 13 cities has 
|already been lined up by the new 
|newspaper group selling organiza- 
tion organized by Wilder Brecken- 
ridge, former sales manager of the 
Bureau of Advertising of the Ameri- 
can Newspaper Publishers Associa- 
tion, ADVERTISING AGE learned to- 
day. The group will open offices 
at 60 E. 42nd street here Monday, 


Advertising, Inc. 
It was also learned that the or- 
ganization will confine itself ex- 


clusively to the sale of space on co- 


with the idea of building these pic- 
ture pages—already in existence in 
all but one or two of the papers in 
the group—into units carrying ap- 
proximately half pictures and half 
advertising. 

No control over the editorial con- 
tent of the pages in the various 
newspapers is contemplated. Each 
|of these will edit its picture page 
| independently, as heretofore. How- 
|ever, a unique feature of the con- 
tract that will be offered advertis- 
ers is that it will call for insertions 
|running for 13 consecutive weeks. 

Prominent in the set-up is Harold 
A. Stretch, advertising director of 
the Philadelphia Inquirer, which 
will be a member of the group. 
The Chicago Tribune will also 
be included. It is presumed that 
the New York News, third member 
of the existing First 3 Markets 
Group, will also be a member. 
| Only one newspaper in each city 
| will be included. The group of 13 
already signed up represents the 
|“basic national” group, but other 
|supplementary groups are contem- 
plated. 


OPACS Official Blasts 
Hosiery Gougers 


Harriet Elliott, assistant adminis- 
trator of the Office of Price Admin- 
istration and Civilian Supply, has 
asserted that many retailers and 
wholesalers of hosiery are taking 
advantage of the prospective silk 
and nylon shortage to gouge the 
public with unjustified price in- 
creases. She cited letters that had 
been received from consumers in 
widely-divergent cities stating that 
stockings had risen from 10 to 30 
cents per pair in price. 


Miss Elliott’s statement read in 
part: “Many retailers and whole- 
salers have patriotically refrained 


from raising the price of silk prod- 
ucts, but many others are deliber- 
ately taking advantage of the situa- 
tion to reap windfall profits ... by 
raising prices, although the cost of 
their existing stocks has not changed 
in the slightest. Retailers are re- 
porting increases in wholesalers’ 
| prices and wholesalers report in- 
| creases in manufacturers’. . 
way unpatriotic interest is 
pyramided all along the line.” 
|}sumers should refuse to pay 
| higher price, she said. 


| —_ 
Pichel to Wesley 


being 


the 


Pichel Inc., New York, handbags, 
has named Wesley Associates, New 


York, as advertising agency. 


15.—A major 


and will be known as Newspaper | 


operating newspapers’ picture pages, | 


. in this | 


Con- | 


——en 


HEATER DISPLAY 


There's no hint of snow in the air, but 
Stewart-Warner Corporation, Chicago. is 
ready for the fall and winter months 
with this new counter display which fea. 


tures its South Wind car heater. Forbes 
Lithograph Company, Boston, created 
the display. 


‘Offers Dictionary 

Ranger Joe, Chester, Pa., honey- 
dipped cereal maker, is currently 
| testing a premium offer of a Web- 
ster dictionary for 10 cents and a 
clipped panel from its cellophane 
package. The offer is being pre- 
sented over station WIBG, Glenside, 
Pa., and was placed by the Clements 
Company, Philadelphia. 


Joins Tax Fight 


The Philadelphia Club of Adver- 
| tising Women has forwarded a reso- 
lution to Pennsylvania Congressmen 
|asserting that the proposed tax on 
outdoor advertising and radio time 
is “economically unsound and dan- 
gerous to our well-established sys- 
tem of distribution of consumer 
| goods.” 


Holcomb Ouits Ellis 

Larry Holcomb, radio director of 
Sherman K. Ellis & Co., New York, 
has resigned to edit a magazine and 
do free lance radio directing. 


..emore than just 
a radio station -- 


a Baltimore 
institution! 


RATIONAL REPRESENTATIVES, ————— 
EDWARD PETRY & Co. —————_ 


GOING MUTUAL--OCTOBER"! 
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advertising. Our special contribution 
1 technique learned and develop 
largest producers of 
You can use FILMACK’s 
any form of filmed sales story 
black and white or color with « 
completely equipped for & mm, 16 
sound, titling, developing, 
Write for our 
yourself! You 


printing, 
literature. Of 
are 


FILMACK LA 


A cnn camawe: MY 
OUR GREATEST SERVICE to 
AGENCIES and ADVERTISER 
is CUTTING PRODUCTION COSTS 


in MOVIE ADVERTISING! 


ulvertising traile 


cost-cutting 


wv without sound 
mm and 35 
copying 
phone 
invited to visit our studio today 


1327 S. WABASH AVENUE - CHICAGQ, ILL 


cc 


It is the policy of FILMACK LAB tA 
PORTES to work with you in the ea 
tion of potent 
is cutting 
ed in 22 


sales producing een 
rerners on preoaductt 

years as one of the et rs 
rs for motion picture houses 

facilities to 
in slide film or 


ulvantage in pre ng 

minute movies 
Our laborato 

mm film . . . ineluding 

and reducing. 

CALumet Better still 

No. obligatior 
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Try to Solve This 
Short-Short Mystery 


Mr. Oto, the famous detective, wasn’t prepared for the “What's the matter, Russ, old boy?” asked Mr. 
deep atmosphere of gloom that greeted him when he Oro. “You look like a man whose wife has just 

S dropped in the S & R agency to call on his old friend, gone thence with the handy man.”’ “No such luck,” 
Russ Powers—A. E. of the Rol-Wite account. growled Powers, “I have client trouble !”’ 


“Look,” he continued, quickly swallowing a handful of aspirin, “We've been Mr. Oto smiled. “So, your client naturally thinks there’s some- = 
running a newspaper campaign in twelve big markets for 26 weeks. In some thing wrong with the advertising. Russ, my boy, my sixth sense x 

| spots sales are up; but in others . . .""— he shivered, as though a cold wind had tells me your campaign is suffering from R. O. P.”’ “Stop gibber- 

‘ swept into the room. ing,” cried Powers, “Wha'd'ya mean—suffering from R. O. P.?” 


4\ 


_— 


“Just this,’’ said the detective. “Average reader traffic varies “If you think you’re making me any happier, you're crazy,”’ said Russ Powers . . . 
tremendously from one section of a paper to another. So, when “That may explain why the same ad produces different results in different 
you release anad with a run-of-the-paper contract, it’s anybody's localities — but what's the solution?” “Remarkably easy, my harassed friend,”’ replied 
guess how many readers are going to see it.” Detective Oto, “You should. . . 


(See if you can decide before turning the page what Russ Powers 
should recommend to his client to guarantee all his ads high visibility ) 
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“Count the Readers Per Dollar 


Instead of the Lines Per Dollar,” { 
says Mr. OTO, 3 


“And this Gallup Method Survey proves my point! 


..- Then You'll 
Go ROTO, too!” 


These charts show the average reader traffic for 


each section of the Sunday newspapers surveyed. ”’ 
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**Position is everything in life,”’ said Mr. Oto. 
“And notice that every ad gets ‘preferred posi- 


tion’ in roto. Every page is filled with editorial reproduction . . 


content that brings readers closer to the ads.” illustrations. That's important, too!” 


' 47] 


REG. U. S. & CAN. PAT. OFF. 


NEW YORK, 122 E. 42nd STREET 


“Check,”’ beamed Powers... .“And rotogravure 
leaves nothing to be desired for faithful, clean 
. lends quality to the product 


“Russ,’’ beamed Mr. Oto, “go face your client 
with a happy smile and a hot idea . 
advertising in roto! First, however, you may 
have the pleasure of buying my lunch.” 


LOS ANGELES, 510 W. SIXTH STREET 
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—THE NATIONALLY-ACCEPTED ROTOGRAVURE PAPER 


Manufactured by KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
Established 1872 


CHICAGO, 8 S. MICHIGAN AVENUE e 
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ADVERTISING AGE 


de 


hg P to Launch 
Magazine Drive 


for Own Products 


Full-Color Copy Plays 
Up Private Brands and 
Supermarkets 


(Picture on Page 31) 


New York, Aug. 14.—Giving the 
public a complete picture of its 
extensive line of products for the 
first time, Great Atlantic & Pacific 
Tea Company will swing into a 
magazine campaign in September 
with special emphasis on a story 
of quality. 

While A&P has been promoting 
specific products for some time in 
magazines, the company has never 
before sponsored a campaign cover- 
ing its entire line. With a schedule 
staggered among two weekly and 
two monthly magazines so that a 
new insertion will be appearing 
every week, four-color, full-page 
copy will highlight one A&P prod- 
uct, such as coffee or one of the 
Ann Page foods, and give mention 
to other products which A&P manu- 
factures and also the’ sponsored 
brands carried in A&P stores. 
Periodically, copy will feature also 
the A&P supermarkets, and empha- 
size perishables such as_ meats, 
vegetables and dairy products. 


Will Feature All Lines 


Items to be featured in the pro- 
motion are A&P coffees, teas, Mar- 
vel bread, Jane Parker doughnuts 
and cakes and the 33 Ann Page 
foods. On the schedule for the 
campaign are Collier's, Good House- 
keeping (in which A&P has been 
promoting the Ann Page line), 
Ladies’ Home Journal and Life, in 
which A&P coffees have been adver- 
tised for the past two years. Be- 
ginning with the Sept. 8 issue of 
Life, copy is scheduled to appear in 
every issue of the monthlies through 
March, and in approximately every 
fourth issue of the weeklies through 


6,103,340 


plus purchasing power in 


COLUMBIA, S. C.! 


That's defense payrolls alone—es- 
timated on contracts placed in 
Columbia, S. C., to April onls 
Reach this “plus” market—in addi- 
tion to the rising normal purchas 
ing power—in this active city 
effectively and economically, with 
Taxiposter advertising Guaran 
teed average weekly circulation 
£2,390! For all facts, write Wm 
E. Whaley Co., Louisville, Ky 


WHALEY 
BHP OS ep o i 


| M. 


| head 
| department. 


February. Woman's Day, distributed 
through A&P outlets, is also on the 


schedule. Paris & Peart is the 
agency. 
With illustrations in color pho- 


tography giving pictures of family 
life, copy will have a warm human 
interest quality. One insertion will 
show a husband and wife against 
the background of a tastefully fur- 
nished living room, with the woman 
embracing a bouquet of roses and 
the man sipping coffee. Under the 
caption, “To the world’s smartest 
wife, with love, Dick,” copy will 
read, ““Men are funny! Little things 
often make them sentimental. Give 
a husband a fragrant cup of coffee 
—richly flavorful A&P coffee—well, 
he’s likely to fall in love all over 
again and boast that you're the 
world’s smartest wife.” 


Boosts Supermarkets 


One insertion promoting the A&P 
supermarkets will show a man and 
wife in a grocery store, with the 
caption, “I just can’t keep Horace 
at home.” Other illustrations will 
depict a picnic party on a lawn out- 
side a home, with the caption 
“Quiet, please! I’ve a confession to 
make!”” and copy explaining that 
the hostess has used Ann Page 
salad dressing; and a father and son 
raiding pantry shelves for Jane 
Parker doughnuts, over the caption, 
“Precious loot for pantry pirates.” 

Included in every insertion will 
be a box featuring the theme, “Save 
up to 25 per cent on many fine 
foods,’ accompanied by “Many A&P 
brands bring you savings up to 25 
per cent on other nationally known 
products of comparable quality. 
You'll enjoy the goodness of .. .” 
naming other A&P products and 
sponsored brands. Another box will 
feature a picture of the particular 
item promoted in the advertisement, 
with “consumer facts” on its pack- 
ing, dating and pricing. 

In February, at the close of its 
fiscal year, A&P reported a_ net 
profit of $18,336,617, compared with 
$18,663,571 for the previous 


While gross. sales increased to 


$1,115,774,058 from $990,358,339 the | 


previous year, the net profit rate 
declined from 1.88 to 1.64, explained 
by President John A. Hartford 
“in line with the company’s tradi- 
tional policy of passing 


the savings resulting from the con- 
stantly increasing efficiency of com- 
pany operations.” 


Detroit NIAA Elects 

E. C. Howell, advertising man- 
ager of the Carboloy Company, has 
been elected president of the In- 
dustrial Marketers of Detroit, chap- 
ter of the National Industrial Ad- 
vertisers Association. Other officers 
elected are Charles M. Gray, Charles 
Gray & Associates, vice-presi- 
dent; John A. Marshall, Wolverine 


Tube Company, secretary; and 
W. H. Blodgett, Michigan Wire 
Cloth Company, treasurer. Direc- 


tors elected are Pierce Lewis, Iron 
Age: Charles Schweim, Charles 
Schweim Company; and Forrest 
Webster, MacManus, John & Adams. 


Palmer Joins Bruce 
Sidney J. Palmer, for the last 17 
years with the Minneapolis Tribune, 


|has joined Bruce Publishing Com- 


pany, Minneapolis and St. Paul, as 
of the national advertising 


oHARTFO 


America’s Test 


General Offices: 


54 Pratt St., 


——— 


Hartford, Conn. 


year. | 


as 
| 


along to|} 
consumers, producers and employes | 


National Sign 
Group Hits Back 
at Federal Tax 


Cleveland, Aug. 14.—Active op- 
position to the proposed 10 per cent 
excise tax on neon signs and elec- 
trical advertising devices came to a 
head at the fifth annual convention 
of the National Sign Association 
here this week. Thomas Young, 
Salt Lake City, president of the Na- 
tional Sign Publishing Company 
and new association president, was 
chosen to present the association's 
brief at a hearing before the Senate 
finance committee Aug. 18. 

While holding that, in general, no 
tax should be levied against any 
advertising medium, the convention 
felt that to tax electric signs 
both discriminatory and unfair, that 
taxes should be levied on _ profits 
rather than on work produced and 
that the proposed tax is a tax on 
the salesman and likewise puts a 
burden on smaller retailers who de- 
pend on signs almost entirely to 
advertise their business. 

Dangers facing the sign industry 
due to lack of materials because of 


is 


defense priorities were emphasized | 
by John W. Mollica, retiring presi- | 
If the sign industry is to get | 


dent. 


some of the reserve supplies which 


may be released to non-defense 
groups he expressed the belief that 
the industry should make its needs 
known. He appointed a_ special 
priorities committee to stay in touch 
with the situation. 

One of the outstanding convention 
subjects was high voltage custom 
fluorescent illumination. A _ clinic 
on the subject was conducted by 
John C. Sabatini, head of the inte- 
rior illumination committee. Other 
speakers were: Edward C. Donnelly, 
Jr., president, Outdoor Advertising 
Association; C. M. Lemperly, gen- 
eral manager of publicity, Sherwin- 
Williams Company; Mark Seelen, 
general art director, Outdoor Adver- 
tising: Inc.; W. P. Gardner, director 
of outdoor advertising, Batten, 
Barton, Durstine & Osborn, and 
Orville J. Grisier, secretary-treas- 
urer the National Sign Associa- 
tion. 


ot 


Petrolagar Issues Pictures 


Petrolagar Laboratories, Chicago, 


is offering a series of six prints 
picturing old hospital scenes to 
vhysicians, libraries and medical 
institutions. 
Joins WDZ Sales 

William Shaw Knapp, formerly 


with the Ledger, Pontiac, Ill, has 
|ioined the sales staff of station 
'WDZ, Tuscola, Il. 


Will Use Newspapers 
for Laundromat 


Promotion for the new Westing- 


house Laundromat washing ma- 
chine will be centered in news- 
papers, company Officials told 60 


Massachusetts dealers at a Spring- 
field convention. The new machine, 
produced after three years’ research, 
is said to run automatically through 
the cycle of washing, from the heat- 
ing of the water to the drying of 
the clothes in a rapidly revolving 
porcelain basket. 


- GLOSSY PRINTS | 
FLEXIBLE PRINTS 
MATTE PRINTS — 


RAPID COPY SERVICE CO. 


@ 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
e Ninth-Chester Bidg. . . CLEVELAND 
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here ime ts Maney 


Time trained the hands of our master 


craftsmen to produce printing plates that 


measure up lo every 


There are no short cuts to making quality 
engravings. Every Wallace-Miller photo 
engraving is an accurate reproduction in 
metal...made right to print right...and always on schedule as promised. 

With thousands of dollars invested in costly space rates, photos 
and art work, the added hours of work from our night force gives 
you the quick deliveries you demand. 

The next time you find that a deadline is drawing near and you need 
quality photo engravings — call in a Wallace- Miller representative. We 


are always in. Day and night. 


WALLAGE-MILLER CO. 


Phate-Engnravers 
FOUR SIXTY SIX WEST SUPERIOR STREET -* 


type of printing job. 


CHICAGO 
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Release Plans 
for National 
Newspaper Week 


Harrisburg, Penn., Aug. 14.— 
Plans for observing National News- 
paper Week, Oct. 1-8, have been 
released to all daily and weekly 
newspapers in the United States by 
the National Newspaper Week Com- 
mittee of Newspaper Association 
Managers. Considerable of the 1941 
promotion is built around the com- 
mittee’s slogan, “The Newspaper 
Lights the Way of Freedom.” 

Much of the real successs of the 
week depends on the localization 
of promotion ideas, the committee 
says. Oct. 4 has been designated 
Newspaper Boy Day with arrange- 
ments in charge of the International 
Circulation Managers’ Association. 


William N. Hardy, manager of the | 


Pennsylvania Newspaper Publish- | 
ers’ Association, is chairman of the | 
committee in charge of the week’s 
observance. He is being assisted by 


Walter C. Johnson, secretary-man- 
ager, Southern Newspaper Pub- 
lishers’ Association; John L. Meyer, 
secretary - treasurer, Inland Daily 
Press Association; Charles L. Allen, 
National Editorial Association; John 
|B. Long, general manager, Califor- 
nia Newspaper Publishers’ Associa- 


tion: Gene Alleman, manager, 
Michigan Press Association; and 
Doyle L. Buckles, field manager, 


Alabama Press Association. 


To Lamson and Goodnow 


J. O. Woodsone, formerly with 
Hershey Chocolate Company, has 
been named sales manager of Lam- 
son and Goodnow Mfg. Company, 
cutlery maker, Shelburne Falls, 
|Mass. He _ succeeds Herbert S. 
|\Cook, who became Massachusetts 
/representative for Prentice - Hall, 
Inc., New York. 


Joins Burn-Smith 

Louis J. F. Moore, formerly treas- 
jurer of Radio Advertising Corpora- 
tion, New York, has resigned to join 
the . staff Burn- Smith Company, 
| New York. 


Curtin Candy Hit 


beginning about Dec. 1, 1940, Cur- 
tiss bought about 23 tank cars of 
corn syrup from one manufacturer 
at the prevailing price of $2.59 per 


by FTC on Syrup 


: : hundredweight, but deducted 10 
Buying Practices cents per hundredweight in all but 
Washington, D. C., Aug. 12.— | three instances. When the supplier 
Curtiss Candy Company, Chicago, protested the deduction, Curtiss 


claimed a second manufacturer was | 
then selling at $2.49 and a third 
had offered to meet the price. FTC | 
charges these claims are false. 


was charged by the Federal Trade 
Commission today with violating 
the Robinson-Patman Act by in- 
ducing corn syrup manufacturers to 


‘ant Glecriminatory price redue- In this case, the complaint 
ne ee ay FF charges, Curtiss refused to furnish 
FTC alleged that Curtiss per-|*h¢, complaining supplier with a 


written statement of sales and offers 
by competitors. Until March, 1941, 
Curtiss continued to claim orally 


suaded syrup suppliers to sell at the 
old price scale after an increase 
had been put into effect for the 
trade generally. In other cases, ac- 
cording to the charge, Curtiss made 
unauthorized deductions from _ in- 
voice when remitting and sought to 
gain the concurrence of suppliers 
by advising that other syrup manu- 
facturers were granting Curtiss the 
cut rate. 

An example of the alleged price 
discrimination is given in the FTC 
complaint. For about four months 


price. Curtiss also is alleged to 
have stated at that time that the 
10 cent deductions would be con- 
tinued, and when the complaining 
manufacturer refused to authorize 
the cut rate, Curtiss cancelled its 
order of one tank car per week. 
NEMA SECTION NAMED 


Washington, D. C., Aug. 12.—The 
Electrical Alloy Section of the Na- 
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Use NBC ORTHACOUSTIC*— 
. e 4 . . 
" recording so lifelike it wins 
pe asking i $ $ 
sy the : acclaim of musical experts 
serie ne ~_ 3 
. f ‘ 
arity a . . » 
— wen Yor* Recording the Longines Symphonette was a real 
; challenge, in that the quality of the recorded 
q's OE \. programs had to match the exceptionally high 
* of mee of \ standards of the artists themselves. 
t ~ ts ere How well the finished records met the challenge 
e ur . . ° . 
, sndecd & - is explained in the letter from Mr. Cartoun— -and 
: recordin’ | soribe fag ct in a letter from the conductor, Macklin Marrow: 
& \ ee . . . . . 
\ Having examined the first series of recordings 


I recently made with the Longines Symphon- 
ette | should like to express my appreciation 
for the truly amazing fidelity to tone and 
nuance in all registers, and for the warmth 
and richness of the string quality which is un- 
equalled in my experience.” 

\ 

\ Whether you're preparing one minute spots or 
a quarter-hour musical or dramatic program, 
the live quality of NBC Orthacoustic* is equally 
effective. Whatever your recording problem, take 
it to “ Broadcasting Headquarters” —for here 
you will find the finest recording facilities as well 
as a complete production service from script 
to finished pressings. 


*Registered trademark 


pases: Division 


that it was still obtaining the $2.49 | 


— 


PREVUE OF 1942? 
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ve s the 


These two 270-line advertisements, the 
one on the left running in Harrist urg, 
Pa., and the one on the right in P'ch. 
mond, Va., may give an inkling of the 
| approach which Kellogg cereals 
adopt next year. The corn flakes copy 
_ plays down the current "'self-star‘er 
_ theme in favor of a “cool breakfest, 
| The Rice Krispies copy announce, 4 
| sampling drive on this product. As re. 
ported in Advertising Age. last week 
Kellogg is currently testing new copy on 
Wheat Krispies and Wheat Pops in sev. 
eral markets. 


| tional Electrical Manufacturers’ As. 
‘sociation, its executive secretary 
and managing director, and the five 
|companies which are members of 
the section, have been charged with 
| fixing and maintaining identical 
prices at which alloy wire is to be 
sold, in a complaint released by the 
FTC today. 

“The respondent association and 
its executives,” the complaint says, 
“are not engaged in commerce,” 
but are charged with having aided, 
abetted and cooperated in the per- 
formance of some or all of the acts 
and practices charged. 


Wm. Arnold Aids Ickes 


William S. Arnold, New York 
|}agency man formerly with Rutb- 
rauff & Ryan and Geyer, Cornell & 
Newell, has been named _ special 
|assistant to Petroleum Coordinator 
Harold L. Ickes. He is handling 
liaison with the oil industry, par- 
‘ticularly on advertising aspects of 
the oil conservation drive. He was 
closely connected with oil adver- 
tising while serving as executive 
|vice-president of Barton A. Steb- 
‘bins, Los Angeles. 


Dismisses Trust Suit 

The government’s anti-trust sult 
j}against the Masonite Corporation 
Celotex Corporation, and eight othe 
companies, charging illegal control 
of the hard board industry, has 
been dismissed in federal court 0 


New York. 
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> = g8 ironers. He added that first efforts tember. This campaign, slated to| serve. defense program. What would be 
Await Restrictions would not apply to open-book be the largest in FHA history, is Restrictions on consumer credit| the fate of such newer forms of 


accounts as practiced by most de- 
partment stores nor to straight loans 


expected to stimulate’ increased 


advertising from building materials 


have been talked of for some time 
and their imposition was not unex- 


consumer credit as the “travel on 


i credit” plans, for example, remained 
B repayable at one time and in one |manufacturers and dealers. FHA) pected in merchandising circles. In obscure. 
on re | 0 e llump sum. has solicited industry cooperation | some instances, notably those of the 


Sei Up by U. 5. 


FHA Worried 


The only field expressly excluded 


and distributed advertising mate- 
rial to newspapers to use as a foun- 
dation for local promotion. 


mail order organizations which 
tightened credit restrictions in their 
new catalogs, business has already 


Open New Offices 
Herbert E. Woodward and Ever- 


from regulation is “residential; Now the whole plan appears to taken part of the jump, and will | & H. or ee eee 
ington, D. C., Aug. 12.— building in its entirety.” Presum-j|be in jeopardy, and the program | not be too seriously concerned if eee ae Fn! om => 
’ ° ” . o . . Ai . aive awrieti — _ eno — Sadar: > regis P are . . sate my ° ’ anste . 
Gove nment regulation of business pees soggy. repairs of existing ‘may be scrapped unless Federal the regulations that are promulgated offices Sept. 1 from Adams, N. Y., 
s eS 


as an offshoot of the defense effort 


moved up another notch this week | 
wher President Roosevelt conferred | 


are subject to control. 
In this connection, it was learned 
that Federal Housing Administra- 


Reserve gives assurance that build- 
ing repair and modernization will 
be exempt. The board has discre- 


under the executive order 
too stringent. 


It was generally believed that the 


are not 


to 215 Washington street, Bingham- 
ton, N. Y. 


io officials ar e , concerne ; arv __— 2wea yr ste nese te ati . ardae “ ” . 
upon the Federal Reserve Board | tion officials are de ply concerned tionary power to exempt products new regulations would hit hardest Post Schedules Drive 
iets . ‘ ies ‘ over the fate of their modernization or industries. FHA, which is now at those commodities whose pur- = . a“ 
wide powers to regulate instalment | ; The Saturday Evening Post will 
‘ ae ms . | program. a part of the Federal Loan Agency,| chase interferes substantially with | ,. . , al " 

credii on consumers’ durable goods | % will be recalled that FEA ic | may obtain rolenes trom Jeate Jones. |nations! defense and would be | s@8°.,2 promotional campaign for 
a move which may have wide- | : € ca e = rH is may obtain release from esse ones, | nationa ‘ ense, and woulc € | household goods, tying in with “The 
spread repercussion on merchandis- | Planning an extensive “Repair for | who is a me mber of the three-men easier on such things as furniture! Aldrich Family,” radio serial, in 
r i advertising | Defense” drive, beginning In Sep-|committee to advise Federal Re-j| which do not seriously affect the | early October. 
ing and é s ° , 

Under terms of the executive | 
orde Federal Reserve is em-| 
powered to set minimum down | 
payments and maximum oe sn 


periods for a long list of products 
ynly sold on time, including | 


om! " ; 
suto \biles, refrigerators and elec | 7) What had been merely a dream in the 
trical appliances. A committee com- minds of men became a reality when in 
posed of Treasury Secretary Henry | July 1866 the Great Eastern landed the 
Morgenthau, Jr., Loan Administra- | 


American end of the Trans-Atlantic Cable 
on the shores of Newfoundland. 

Fourteen years of effort and failure, destined to stop any 
but the bravest souls, finally resulted in the FIRST success- 
ful cable linking America and Europe... the transference 
of thoughts and words from one continent to another became 
a matter of seconds instead of weeks. 


tor Jesse H. Jones and Price Admin- | 
istrator Leon Henderson is to con- | 
sult with Federal Reserve on policy. | 

Terms of the order are extremely 
proad, but further clarification of | 
the effect of the drastic step will | 
be forthcoming in about a week 
when Federal Reserve Chairman 
Marriner S. Eccles expects to issue 
a list of items to be regulated. | 
Small personal loans will be covered | 
along with durable goods. 

Aims of the move, as set forth in 
the order, are to forestall inflation, | 
limit consumer purchases of prod- 
ucts the manufacture of which con- 


2 


de ree. Ay 


* 


” head a4 i— - 
‘ a 


flicts with the defense program, 
conserve vital materials, aid in 
keeping prices down, and provide 
f a cushion for the  post-defense 
period by creating a backlog of de- 
mand for consumers’ goods. 


“Services” Also Included 


The order defined ‘consumers’ 
durable good” as including “any 
good, whether new or used, which | 


is durable or semi-durable and is | 
| used or usable for personal, family, 


eg RN 


a. _ Consolidaled COATE We 


The inclusion of the phrase “any | 
service connected with the acqui- : 


or household purposes, and any | 
service connected with the acquisi- 
tion of any good or of any interest | 


sition of any good” would appear to | 
include advertising. Conceivably, | 
Federal Reserve could use this broad | 
definition to justify regulating ad- | 
vertising of instalment merchandise. | 
| Chairman Eccles, who has urged | 


~ ee oo age rte ye Regge ae - A more recent development in transferring thoughts and sales messages — 
pe authorize Oo regulate e credl ‘Sa I —~ . : . ° 
busine Scchated” thas the frat | Sl through printing — came when Consolidated produced Coated Book Paper in 


regulations to be issued within a AMERICAN OLORTYPE COMPA the price range of uncoated stocks. For with that achievement magazines, catalogs 


week “will reflect a policy of flexi- ant AND COMMERCIAL COLOR PRIS and folders, formerly printed on uncoated stock for the sake of economy, could 
bility and will be in more or less : : 2 
general terms until experience and . be produced on a fine enamel without extra cost, with a startling improvement in 
further study establish more pre- se appearance and sales appeal. 
cise guides that may be followed. — Evidence of the immediate recognition given Consolidated Coated Papers by 

Products to be included in the June 11, 19 ae ‘ ; : 
initial list of those whose credit America’s foremost printers is clearly seen in the letter here reproduced — a letter 
sales to be regulated include written in 1935 by American Colortype Company of Chicago. 
autom | i] °S i ¢ $ Jas i e water Porer er -—— . . . 

rt es, refrigerators, washing Consolidated At Also quick to seize the opportunity to secure coated paper results at uncoated 
machin« vacuum cleaners, and mis : : , 3 : 
a = paper prices, leading Advertisers, Publishers and Mail Order Concerns have 

See aia wa gn peat enent of Bamneee purchased hundreds of thousands of tons of these enamel 
- te! FOr y 5 oe eo | papers, which have subsequently reached the American 4 
Mok ugh th | “eg cele : . 
: _ | public in the form of millions of copies of magazines, F IMoy 
: . — ” 11 concerned, | catalogs and brochures. S 8 
HEILEMAN (Old Style qe results were extrenels Ci eration the presmire Sve | " B ais tea a eo ee COAre and ‘ 

Lager BEER added WTAO especial —- ‘ ; sot wus have the many ac vantages oO onso idated’s D Py $ 

THEIR SALES jt MPED om Coated Brands become widely known, causing a sen- bp r 

FROM i8th TO 4th PLACE mee sational increase in their sales. Today in four modern ; 

ke IRTHEASTERN WIS- ae! mills in Wisconsin, Consolidated is producing an ever- 

INSTN 7 


increasing tonnage — and is recognized as the great- 
est single factor in providing coated paper at a 
price every book paper user can afford to pay. 


\ ithin 12 months) 


Certainly! Heileman 


uses a large Chicago Consolidated Coated Papers are Stocked and Sold 
station. too—but Chi- by Representative Paper Merchants in the Leading 
Cago is as far from Cities of the Nation. 


Green Bay as Boston is 


2 heres 3000 | AMM CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


SALES OFFICES 
135 SO. LASALLE ST., CHICAGO 


man-hip on WTAQ. 


soe nae . Pace t= 7 3 es Fy eS on Pa OF . : ; ‘ > 7 ag ey * tS 34-7 eh Ee a ee iat o ak on . pan igh h o> oe oe + three ee * von —y 4 vu it ‘ 5, * See Foe +g aS 
' ae. 
aoe oo 
> a 
| oe Pe ” : 
ee 
_ aa - 
; _". 7 
iy 
ee 
- ae ae 
ceed ¥ a 
oe a 
* a ee x 3 
aa - ae 
og A ce 
; 2 ae 
7 a . . | . ae 
ia a. ae a “e eA ra , ke. . : " on xi = 
: ey: oe a Ns ee. 9 — wa. = 2 Se: 
bo me 3 % ~ is pide , - 9 sis iu ae 3 Sag — 
Le are a e 2 3 33 ee 8, a; * a 
— & @ Sa ae rl a ee ae -/ sae 
e c bc ae ae ‘ i, 1. 4 P 
aah dale Se hats ( ae J ” a 
CRE - ee gee). geen Ze - Pe. ” > 
: a ee: oe ae i & 
“Ss ace. Pei ca “et ‘ : = 
eee, " et ae 
: i” tae at ¥ u - 
af ee ee a o is bs nt 
sai FS a es NS As 
Nec eee kt, ny. ¥ oops, 
| Toe mY 4 iy Pry 2 4 eS ne. aod 
j , ., a ; ae hi a iis . oe oar oe 
ae i si 5 _ aa ; ae 
ia. “i ve. - ro Bea ‘ . a a ae. . 
os s poate ih ~ ae ‘ * r Pot 
- a? he ' “y, ‘ _ * inv 2 = 2 rs " oa i a iE 
om, € + “ ie 2 FP he 2 . . v — ‘ey a " 
: ; *<y * ; Pa = x ee” ee 
a niet ve «> ; : : . _ “ il 7 Z a 
= he a eae: ty 4 A i} tae te : \ - : : " ; f 
: ' i Ye 9 : cy & 
% . e ‘ ei a i—_?) os 3 thd r 4 | ; 
owe os > oe ae Be ae Ne] p ove, A , ‘ P in’ = " si 
oa - om = — ahi q » “ay poe 4 he s WA Rei 
_* — Pe rot . ~ 2 .. | : ’ M . aa " a. < Re tesa a 
Se Oe aa ‘ F mar ne : “3 3 he ; 9 ~ ' ‘ “a ee 
> a a " . : . ‘ & . , ; i ae 
es ent: tees _ war, * : ‘ : . — _— — 1s Ns Bees Ps “ 
‘ ae ae eat” ; a ; : ey Se 
a » Be Me ibe Dre XE = git, S = exited "4 —— - ‘ Pere o — _— ag oe 7 i) 
fi 4 “in, ae ae: AF “oe “i " te » a nd ai ~ oe * . oe a ee 
Fee - ay yee ee oe ».* ~ , “i TS 
ee Woe lay re a a - 6 se oe , EL oe ae ae |e 
j - Re — i ra r , gees” ‘ — a a ae . in a OO es, Cee -~ 2, ee oe ne * 
, - aoe : _* e- % 5 ; " rea . , . . an SS oe” a 4 Pe 
ihe > “ : eee ee ee ye , . Pak. 5. ae -" os 
r re - - - cs on : s ogee” - ~~ a bs 7 aa r. 
: : ' 2 a em 7 : at Ps 
’ pe Py mae 
; ree a 
ee 
a sd 
Ns 
be ee ee 
Be ee aa 
3 ay ad : 
( - i n re 
5) nf - 
«ae ; oo 
r is 
el 
} oe: - 
MERICAN COLOF Op ie a 
Or > Glo ~~ — — 
‘tle ~“S§ -_— -& 
p c : 7 : ro . 
Ro 4 
a -ROpy 4 
r ee 
~ <c “ae i On ac Sl ? 
eS s . won : 
i” « 
. ’ " be” os 
Se La K 3 : 
— : 3 
_— = ' — —_ . ‘ O} » N D — : 
watts ae ™ ? 4 ee a - . i ai ll le a “hee f¢ a a ee . 
| Bee Re a ee eee ee ae i, a) ee a a ee i ad a Sig ee oa oe = ae Sah ie ‘Zl 
oa ea i So ee ee ee = - i eee es ie - — ee —— . 
3 ete Pe CO. a ee fee 4 
. ‘ , 2 7) mis g — oo — saa i, Fy ee as Be ee ‘ves al ae " Nae ? = vee > @ he e eos Bs aiid i. ‘s ——— ‘ a P 
GREEN BAY, wisconsin 2 ‘ 
ae 
ne f ; te a . ‘ 
cna $3 J Laleed 2 ee ij er £ ‘ae = ey al tig ee i ae ee. if a “ * e Bs + < oe a : en e rs 
TOO FP ete PF ede yee oe ge ay Pe SRA ele eR RE ES Lee alee, Tp hee, eit ts S| Namie ae ety . 
Nita Pa dr as eh ade ee a ae fae Ne Sia tig ON ea ees Lol che in 0 a na eee a ie. Segoe AS pk Og ll 
TH LAE ee: a go ee oe te at lee yaks See fi - a," ry te ee re pia! 2 el RES oi ea as teh % Wes . - Ree a AE Pu! # feeb 4 = 
A Gin So te ek) Uk ae i Ne ia 8 ae Re ee Sea aaa 
RMR liso em Raine Tee ed 5 Ae ait ag af 2 ves | hi 9) toa Ba vee : ee ay Tee, 5 ae e Ne aig? ve ee 4 : 


12 


ADVERTISING AGE 


August 18, 194) 


Advertising Age ~ 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered in U. S. Patent Office 
Entire Contents Copyright, 1941, by Advertising Publications, Inc. 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, 


INC, 


Publication Office, 100 E. Ohio St., Chicago 


New York Office, 330 W. 42nd St. 


Washington Editorial Office, 1226 National Pres Bldg.. 


..Tel. Del. 1337 
.... Tel. BRyant 9-6432 
..Tel. REpublic 7659 


G. D. CRAIN, JR., President and Publisher 


S. R. BERNSTEIN, Vice-President. 


O. L. BRUNS, Vice-President. 


E. KEBBY, Secretary 


Editorial Department 


S. R. BERNSTEIN, Editor; 


IRWIN ROBINSON, Managing Editor; 


MURRAY E. CRAIN, 


A. P. MILLS, FRANK HICKS, JOHN B. MILLER, RALPH O. McGRAW, E. C. HALL, 


J. CORTADA and RAYMOND H. STOKES, Associate Editors 
Correspondents in All Principal Cities 


Advertising Department 


NEW YORK: M. D. Hicks, Eastern Advertising Manager; 
CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. 


Murphy. 


E. F. Thayer, Philip W. 


SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, Manager. 


LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, Manager. | 


MEMBER 


Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers | 


Association, Advertising Federation of America 


Vol. 12, No. 33 


August 18, 


1941 


For a United Front 


In discussing the possibilities of 
restrictions on advertising through 
taxation and other methods which 
Washington knows so well how to 
impose, ADVERTISING AGE is con- 
cerned only with making every 
advertiser aware of the significance 
of what is being planned for this 
business by important people in the 
national administration. It is vital 
to the continued success of adver- 
tising that all interests in the field 
be aware of the danger signals now 
flying in the national capital. 

Those familiar with the Washing- 
ton background and with the think- 
ing and philosophy of key men in 
the administration have not been 
too greatly astonished to learn of 
the rather casual way in which 
advocates of advertising restrictions 
approach proposals which would 
affect the employment of hundreds 
of thousands of people, involving 
the welfare of millions of consum- 
ers. But it is important that all 
concerned with the maintenance of 


normal advertising facilities and 
activities appreciate the need for 
vigorous opposition to any such 


program. 

The need for united thinking and 
action is evident. There is no time 
to lose in organizing the strength 
of advertisers, agencies, media and 
services in opposition to anything 
which restrictions On 
advertising as such. Every function 


smacks of 


10 Cents a Copy, $2 a Year | 


| 


| 
| 
| 
| 
| 
| 


of advertising is affected by all of | 


the defense measures which inter- 
fere with normal production 
distribution, and it would be ruinous 
to permit special imposts to be 
placed on advertising in addition to 
those which it carries along with 
general business. 

The numerous associations in the 
advertising field are giving this sub- 
ject consideration, and they 
an opportunity to join hands in the 
common defense of advertising, re- 


have 


and | 


| 
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Ad-libbing 


What a Break! 


Those Johnson baby ads have 


gardless of what special department maintained an unusually high level 


of the business may be affected 
first. Any start in the direction of 
restricting or taxing advertising, no 
matter what particular 
medium is affected, 
steady encroachment upon the field 


group or 
forecasts a| 


as a whole, and far-sighted execu- | 


tives will therefore oppose any and 
all attacks on the 
the advertising franchise, 
legitimate direction. 


free exercise of 
in every 


This business is big enough and | 


its activities embrace so 


many | 


people and so many industries that | 
it is unthinkable that serious inroads | 
should be permitted through gov- 


ernmental action without a deter- 
mined and courageous battle to 
keep advertising free. This is a 


responsibility which will be assumed 


by every organized group in adver- 
tising, but it must be shared by 
every individual and every Company 1 
as well. 


The Advertising Rate Situation 


Decision of leading magazine 
publishers to accept contracts for 
not more than three months in 
advance is a direct reflection of the 
increased costs with which all media 
are now confronted. Advances in 
the price of book paper, made and 
in the making, mean higher pro- 
duction costs for periodicals. News- 
print prices have just been in- 
creased, and while there is no pres- 
ent reason for any tremendous 
advances in book paper, are 
already up, and they may be still 
further increased. 

Many magazines are now deliver- 
ing large circulation bonuses over 
and above their guarantees. How 
much longer they can continue to 
do so, in the face of rising paper 
prices and other increased costs, is 
a question which will probably have 
to be answered in the near future. 
Thus the decision to avoid commit- 
ments for more than.a few months 
ahead is readily understandable, and 
reflects the realization of publishers 


costs 


|} ment, 


that advertisers will have to be 
asked to carry a larger part of the 
load. 

It is a remarkable fact that news- 
paper and magazine circulations are 
rapidly approaching an all-time 
peak. American citizens are eager 
for information, entertainment and 
instruction, and the rapidly chang- 
ing times have whetted the public 
appetite for knowledge, even in the 
face of tremendous 
radio listening. The 
of obtaining news 


increases in 
two methods 
and entertain- 
all theories to the contrary, 
appear to stimulate other, 
rather than to interfere with the use 
of competitive that 
advertisers have enjoyed increasing 
opportunity to contact consumer 
markets at steadily lowered costs. 

Increased production costs seem 
to be here for the duration, how- 
ever, and buyers are therefore pre- 
pared for the necessary rate adjust- 
ments which these heavier charges 
have imposed upon media. 


each 


facilities, so 


of excellence in illustration during 
all the months they have been run- 
ning, and it is no more than fitting 
that once in a while they should get 


© @ 
< JOHNSONS 
& 1a BABY POWDER 
a real break. Which is exactly 
what the insertion in the August 


|}issue of Country Gentleman gets, as 


the illustration. 
says Johnny John- 
“no grownups around,” and he 


you can see by 
“What a break,” 


son, 


and an equally appealing young 
rascal in the adjacent editorial 
column take a good look at each 
other. 
Those Night Owls 

George Bijur, Inc., reports that 


28 per cent of all the wage earners 
in defense industries are now work- 
ing on the night shift, and that the 
agency has just completed an inten- 
sive study of these night owls, 
learning their habits, their buying 
and spending schedules, etc. 

Even in times which we like to 
refer to as “normal” (and by the 
way, can you remember far, far 
back in the distant past when a 
man named Warren Gamaliel 
Harding used to talk about “Back 
to Normalcy”?) a considerable seg- 
ment of the population lives in 
reverse English — sleeping while 
most of us work, working while 
most of us sleep, breakfasting about 
the time the rest of us are having 
dinner, reading the afternoon paper 


| when they awaken, and the morn- 
|ing paper as they go to bed, hearing 


‘the early-bird radio programs as 
they finish the day’s work. And 
now, as the whole world rushes 


madly along the path to nowhere, 
the segment of night workers be- 
comes a bigger and bigger 
the whole population. 
There are, naturally, a good many 
implications for advertising and 
merchandising in this situation, and 
some are already being explored. 


How It’s Done in the Sticks 
Perhaps it is worth while to 
remember, every once in a while, 
that the entire United States doesn’t 
look and act and think exactly the 
same, and that there are shades of 
media and advertisers, and nuances 
along the line of good taste which 
are not necessarily the same in all 
parts of this mighty realm. 
Earthy, not too subtle humor had 
its last national fling when Chic 
Sale turned the nation’s attention to 
that declining institution, the out- 
house; otherwise, humor of the salt- 
of-the-earth type has pretty well 
been discarded in favor of much 
more subtle and esoteric brands. 
But evidently there are still places 
where subtlety and esotericism are 
just so many unpronounceable syl- 
lables. 


And Montrose, Colo., seems 
to be one of them. Hartman’s, a 
local automotive agency, runs a 


daily 
in the 
Numa 
of the 
one: 

“Moscow: It was 
nounced today that 
have taken Pluto. 

“Berlin: The Germans announced 
that they doubt their ability to hold 
it. Later dispatches state that the 
strain on the rear is tremendous. 
The Russians have caught the Ger- 
mans on the run several times while 
they were attempting to evacuate 
along the line. Several flank move- 
ments have been undertaken while 
action at times resembles gas at- 
tacks. The Germans tried to sup- 
press the report but it leaked out 
and the allies got wind of it. The 
Germans will no doubt appreciate 
the value of a piece of paper.” And 
then a couple of sentences of sales 
copy. 

There’s no artwork in the ad, but 
just the same, we can’t help won- 
dering what Dale Nichols would 
think of that one. 


reader-type editorial column 
Montrose Daily Press, and 
James, advertising manager 
paper, sends us this recent 


an- 
Germans 


officially 
the 


part of. 


a 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1854. An Introduction to Plas. 
tics Advertising. 

Plans for the 1942 Modern Plas. 
tics Catalog are outlined in this 
brochure, which predicts that the 
coming year will be the biggest in 
plastics history. The various sec- 
tions of the catalog, which will be 
issued December 15, are described 
as dealing with defense applications. 

materials, machinery and equipment 
and many other aieele of impor- 
‘tance in the plastics field. 


No. 1855. The Five Termites of 
Business. 

| Rapid Copy Service -Company 

offers this booklet, which repro- 


duces portions of “Advertising Faces 
Its Greatest Challenge,” published 
some time ago by Eastern Indus- 
trial Advertisers. The principal 
boring tool of the business termite 
is described as the idea that it is 
unnecessary to advertise in present 
|day conditions. Several case his- 
tories are given, which show what 
happened to manufacturers who 
thought that because they were 
oversold they could cut or eliminate 
| advertising. 


| No. 1856. 
Map. 
The Cincinnati Enquirer has is- 
j;sued this map which shows the 
important facts about the Cincin- 
nati market. It includes Census 
data on 1940 population and 1939 
retail sales of principal cities of the 
Cincinnati market area, and data 
for all counties relative to popula- 
tion, number of families, retail sales 
and Enquirer circulation. 


Cincinnati Market Area 


No. 1765. Whaley Taxiposter Ad- 
vertising. 

The story of the beginning and 
development of Taxiposters as an 
advertising medium is told in this 
new folder issued by Whaley Taxi- 
poster Advertising. A map and 
table indicate where Taxiposters 
are available, and information is 
given concerning circulation, rates 
and mechanical requirements. I)lus- 
trations show some of the Taxi- 
posters now in use. 


No. 1773. The Passing of the One 
Night Stand. 

The principle of turnover ratio in 
radio is the subject of this brochure, 
in which Columbia Broadcasting 
System defines this new approach 
to audience measurement and dis- 
cusses some of the findings on radio 
turnover, summarized from several 
different investigators. Charts and 
text show the one-time audience 
versus turnover audience for sev- 
eral programs. 


No. 1790. Seeing is Believing 
In this new sample book, Kim- 
berly-Clark Corporation lets Tru- 


fect, Kimfect and Multifect Level- 
coat papers do their own selling jo? 


ow- 


which they do effectively by 55 
ing how they send off an advertise 
ment’s appeal. The three pape! 


na 


form the pages of the plastic-boune 


brochure and carry illustrations 
many types of subjects in various 
reproduction processes. 
No. 1792. Early Morning and Late 
Evening Listening Habi' 
This booklet tabulates the fin 
ings of Radio Station WCC0’s s° 
ond investigation of early morn 
and late evening listening habits * 
the Northwest. Charts show ™ 
time sets are turned on in rural 4 
urban Minnesota, the Twin Ci 


out of state and the total sample 


WCCO listening habits by ‘"¢ samt 
breakdown; a county brea! yore 
and auto and au™ 


respondents; 
‘radio ownership by income grou? 
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1 ‘Lo every advertising manager, to every contact man, to every space buyer, sales manager, and 


policy-forming executive, we issue this invitation: 


Tell us the name of your product, and state where it has distribution. Our representative will then 
deliver to you factual information showing how and at what cost America’s rural population can be 


added to your present market. The figures will prove: 


1. That agricultural America is a truly national market reachable through your present retail outlets. 


2. That it is currently consuming large quantities of your type of product. (Actual consumption figures 


will be shown you.) 


3. That the farm market, faced with the task of feeding America and Britain for the duration—and the 


rest of the world afterwards—is guaranteed prosperous for the next ten years. 


4, That your most direct approach to this market is Farm Journal & Farmer’s Wife, America’s largest 


rural magazine. 


Se That the most effective way to advertise to America as a whole is to use a basic list of Farm Journal and 


urban magazines, 


Ask your Farm Journal representative for the facts which defi- 


nitely prove any or all of these statements in terms of your product. 


FARM 
JOURNAL 


ane Farmers Wife — 
GRAHAM PATTERSON, a ‘ 
Publisher # 


Washington Square, 


Philadelphia 


New York, 420 Lexington Avenue Detroit, General Motors Building Chicago, 180 N. Michigan Avenue Seattle, San Francisco and Los Angeles 


America’s Largest Rural Magazine — OVER 2'/, MILLION CIRCULATION K 
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Doan Joins Shattuck 

R. E. Doan, for the last two years 
managing editor of The Banker’s 
Magazine, New York, has joined the 
Harlan L. Shattuck Financial Ad- 
vertising Service, Denver, as head 
of its bank division. 


Joins S. A. Agency 


Bernard Jennings, formerly an Seventh Instalment of 
account executive with Batten, Bar- e ° 
ton, Durstine & Osborn, New York. Series Studies Make-up 


will sail Sept. 5 to join Propaganda 
Epoca Limitada, Bogota, Colombia, 
an advertising agency serving both 
United States and South American 
clients. 


of Products 


[Editor’s Note: This is the seventh 
of a series of 12 instalments of the 
“Dictionary of Verboten Terms,” an 
unusual project developed by Harry 
Hibschman to present as complete 
as possible a list of terms, expres- 
sions and phrases which have been 


Cassar wasa 
Bia kiagus Ad Wan 


DEA.85S7 + HEM.22II. 


responsible for trademarks, labels, 


‘NEW ORLEANS 


50.000 WATTS 
c (CLEAR CHANNEL) 


The greatest selling POWER in the South's greatest city 


Way beck in 60 B. C. he advertised 
doings of the Roman senate on frowned upon by the Federal Trade 
ae ow Fo oo Commission and the courts. Re- 
better offset produeed by Rete-Lith.  j gining instalments will be pub- 
lished weekly in ADVERTISING AGE. 
ROI-LITH CO When completed, the series should 
e furnish an exceptionally useful 
201 N. WELLS ST. CHICAGO. guide to every marketing and | 
Aes Bfee . wees S51), advertising executive in any way 


advertising material or sales pro- 
motion. 

This week’s instalment discusses 
the list of words, terms, expressions, 
statements and representations re- 
lating to composition of products; 
and next week’s instalment will 
conclude the discussion on composi- 
tion. 

While the idea for a comprehen- 
sive collection of such material is 
not new, Mr. Hibschman’s series 
should be of tremendous value for 
several reasons: it is the most com- 
plete and extensive list ever pub- 
| lished, so far as is known; it lists 
|terms and phrases alphabetically, 
making them easy to locate for 
|reference purposes; it discusses 
terms under ten specific types of 
relationship to products advertised; 
and in every case it gives the con- 
|text of the words or phrases which 
have made the terms unacceptable 
to the FTC.] 


By HARRY HIBSCHMAN 


Vil 
'(5) Words, Terms, Expressions, 
Statements and _ Representations | 


Relating to Composition 
| Alligator—as name of leather pro- 
hibited, but may be used as de- 


| 


Boxwood—use as name of 
not made of, ordered discontinued. | 
Briar—representing pipes made of | 
“Imported Briar | 


Calcium—in 


Cashmere—the use of, 


scriptive of finish, if properly | 
qualified. 
Almond—use in name _ of skin 


preparation discontinued by stip- 
ulation, with proviso that it may 
be used if product contains suffi- 
cient almond ingredient to cause 
substantial effects. Also ordered 
discontinued in name of soap. 


of alpaca hair by this name pro- 
hibited. 
_ Altar—will not be allowed in name | 
or descriptive matter 
| eandles containing no more than 
15 per cent beeswax, as accepted 
standard for religious candles is 


a beeswax content of at least 50 | 


per cent. 

Aluminum—statements that product 

composed of aluminum or 
“pure” or “chemically pure alumi- 
num,” discontinued by stipulation; 
but the word may be used to 
apply to an article of which a 
substantial part is composed of 
that metal, provided that the word 
is properly qualified. 

Apple Butter—may not be applied 
to a product composed to a con- 
siderable extent of other ingredi- 
ents than apples. 

Asbestos—alone with “Roofing” or 
in “Liquid Asbestos Roofing” 
discontinued under order of FTC, 
for a product not made of as- 
bestos. But the word may be 
used with reference to an article 
containing a substantial propor- 
tion of asbestos, if proper quali- 
fying words are also used. 

Aspiral and Aspir—banned as re- 
ferring to a product not composed 
of aspirin. 

Aspirub—use of name ordered dis- 
continued for preparation con- 
taining only 10.4 grains of aspirin 
per 14% ounce jar. 


is 


| Alpaca—calling clothing not made | 


of religious | 


Castile—under 


Castor Oil— 


‘Dictionary of Verboten Terms’ 
Discusses Product Composition 


containing no benzene, banned. 
rulers 


ground briar as 


missible, unless fact that so-called 
bristles are artificial or synthetic 
is clearly indicated. 


not made of that cloth, banned. 


Buttermilk—as name of soap not 


made of, ordered discontinued. 
such names as 
cium Wafers” 
Compound” not permissible unless 
preparation contains _ sufficient 
calcium to justify name according 
to medical standards. 


Camel—in various forms and spell- 


ings has been banned for fabrics 
not made in substantial part of 
camel’s hair, as in “Camel Suede” 
for a product made of knitted 
rayon and silk, “Kamel Koat,” 
and “Kam-L-Kloth.” 

on labels, in 
catalogs and advertising matter, 
for cloth made of wool and hair | 
but not of hair of the cashmere 
goat ordered discontinued. 

ruling of FTC this 
name could not be used for a soap 
not made of olive oil, but under 
a court decision the name may be 
used though olive oil is not the 
only oily ingredient. 


Root” and “Briar Knob” pipes | 
prohibited unless the word 
“sround” is added. 

Bristles — describing or naming 
brush as having bristles when 
such is not the fact not per- 


of chromium nor chromium. 
plated. 

Churngold—as name of butter <yb. 
stitute discontinued by stipula. 


Broadcloth—as descriptive of shirts | 


“Cal- | 
and “Calcium Wafer | 


tion. 


Cocoanut Oil—claim that shar 


contains, banned, when not 1e 


Cod Liver Oil—representation a; 


product contains, when se. 
prohibited. 
Copper—Advertiser: “Lincoln k- 


ers are built of copper alloy <a). 
vanized sheet metal—built ith 
rust-proof copper alloy st | 
made of copper alloy sheet r ta) 
throughout.” 

FTC: “There is no copper or 


p- 
per alloy metal whatsoever | seq 
in the manufacture or cons? uc. 
tion of these lockers.” Cease ing 


desist order issued. 


Creosote—use of, as name of c ugh 
syrup discontinued by stir ila- 
tion, with proviso. that me 


might be used if other elen -nts 
clearly indicated and substa: tia} 
amount of creosote present. 

Crystal—banned when used in on. 
nection with men’s dress acces. 
sories not made of natural 
crystal. 

Cucumber Cream—soap not 
posed of a cucumber product ‘nay 
not be so called. 

Custom - made — means a pr 
actually made upon the specific 


order of the customer—may not 
be used when not truly appli- 
cable. 
| Down—product not composed or 
containing genuine, natural down 
may not be so named or descr: bed 
Duraleather—as trade name for 


However, | 


the amount of olive oil must be | 


substantial, and the true facts 
must be indicated. 

may not be used for 
product not containing substan- 


tial amount of this oil. 


|Cedar—any terms implying that the 
article is made of cedar wood or | 


| Chicle—for 


| 
Avacado—banned as name of soap | 


not made of avacados. 
Barley—claim that beer is made of 
barley malt and hops banned as 
implying that barley malt fla- 
vored with hops was the only 
fermentable substance used; also, 
expression, “brewed from fine 
malt, choice hops, crystal pure 
water.” But such words may be 
used if accompanied by others 
indicating clearly that these in- 
gredients are not the only ones 
of which the beer is made. 
Beef—representations that dog food 
was made of beef, when it con- 
tained no beef at all, discontinued 
by stipulation; and claim that dog 
food composed of “pure beef” 
ordered discontinued where the 
product was composed in reality 


of dehydrated meat, meal and 
other ingredients. The word 
“beef may be used if the food 


does contain beef and if the other 
ingredients are named and the 
proportions of all of them given 
Benzolene—as name of preparation 


Champagne—may 


Chromium—use 


treated with cedarwood oil must: 


be used with care, as it has been | 


held that, under the standards of 
the industry, it is necessary for 
storage receptacles designated as 
“cedar” to have a minimum of 70 
per cent of the top, sides and 
bottom made of three-quarter red 
cedar wood. “Cedarol,” “Cedar 
Lined,” and ‘“Cedarized” have 
accordingly been banned in actual 
practice. 

not be used as 
name of beverage not made of 
grapes and in the proper section 
of France, except that domestic 
wines of the champagne type may 
be so called if it is clearly stated 
that they are domestic. 

chewing gum contain- 
ing no chicle, banned 

of, in name of 
plating powder containing no 
chromium, ordered discontinued; 
also “Kromo Plate” for silver 
polish, and “Chromized” to de- 
scribe parts of product not made 


imitation leather held inherently 
misleading by a federal court 


Ebony—banned as descriptive 


shaving brush handles not made 
of ebony wood. 
Eggs—representation that “Crescent 
Egg L-Bo Macronets” made wit! 
fresh country eggs discontinued 
by stipulation. 
Embroidered — with handkerchiefs 
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SPEEDING IT UP 


— Faithorn Complete Service 


This can be accomplished through Faithor: 
COMPLETE SERVICE of (1) Ad-setting, (2) Engrav 
ing, (3) Printing, with art work and layouts ~ 
all under ONE roof. We think in terms of resu!' 
Why send cuts to one concern—ads to anoth 
many blocks away—and then give your print! 
to a firm even farther distant? You can cut co: 
eliminate worry and save Time, Trouble on¢ 
Money by having us do the complete jc°. 
Only ONE order and ONE contact necessc’y: 


THE FAITHORN CORPORATION 


Ad-Setters @ Engravers e Printers 


504 Sherman St., Chicago * Phone Wab. 7829 
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becned when not literally appli- 


Extract—may not be used with such 
words as “Vanilla” and “Maple” 
un. ss the product referred to is 
composed of genuine, as dis- 
tin uished from synthetic, in- 
recients. 

Felt- Advertiser: “This mattress 
contains 100% cotton felt.” 


FT “The term ‘cotton felt’ 
wh n used in connection with 
ma'tresses, has been for many 
ye. s, and is now, considered in 


the mattress trade, by wholesalers | 


anc retailers selling and dis- 
tributing mattresses, and by 
merbers of the purchasing public 
to ean a product made of cotton 
fibers Which have been garnetted 
together into a mat or web. In 
tri and in fact the aforesaid 
mattresses did not contain 100% 
cotion felt.” 


Fe speaking generally, is a 
fabric composed of compacted 
wool, fur, or hair. 


Fruit—names of, for synthetic prod- 
ucts may be used only with clear 
notice or indication that the prod- 
ucts are synthetic or imitation. 

Glycerine—banned as name of soap 
not composed of. 

Gold—may not be used in name of, 
nor as descriptive of, pens, knives 
and other articles not made of 
nor containing gold. 

Among terms banned: “Durigold,”’ 
“Durigold 14,” and “Platigold.” 
Goose—pillows not filled with 
natural goose feathers may not 
be named or described as such. 
Grape—order of the FTC requiring 
the dropping of the name “Good 
Grape” for a product not made 
of grapes was affirmed by the 
federal circuit court of appeals. 
Hair—representation that product 
made of “curled hair” ordered 
discontinued where product com- 
posed of mixture of hair, tampico 

and sisal. 

Handkerchiefs—may not be used as 
name of a paper product. 

Hand Loom—calling product “hand 
loom”’ not permissible unless it 
is actually made on hand loom. 

Hard Wood — representation that 
product not made of such wood is 
“hard wood” will not be tolerated. 

Hides Banned: ‘“Hercuhyde” as 
name for an artificial product 
simulating leather; “Cowhide” 
and “Genuine Cowhide” for a 
leather not made from the top or 
grain cut or layer of the cowhide. 

Homespun—implies that product re- 
ferred to is made of fabric or 
yarn woven by hand on loom at 
home, and, if used for other prod- 
uct, will be banned. 

Honey—use of word with picture of 
beehive, as name for tubular fly 
ribbon, implying that it was com- 
posed in substantial part of, or 
had been treated with, honey, 
discontinued by stipulation. 
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Ivory—names 


Ice Cream—as name of candy bar 
containing no ice cream ordered 
discontinued. 

Ingot—cease and desist order 
entered against use of name “New 
Ingot Metals” for product made 
of discarded and scrapped cast- 
ings as well as virgin ingots, since 
the term in the industry means 
castings made entirely of virgin 
metal. 

Iodine—use of, as name of tooth- 
paste containing none, discon- 
tinued by stipulation. 

Iridium—banned in name and ad- 
vertisements of pens neither made 
of nor equipped with the metal. 

“White Ivory,” 
“French Ivory,” “Amber Ivory,” 
and “Ivoroid,”’ for plastics, 
banned. 

Kapok—may not be used as name 


of pillows not filled with the | Leather—products not made of 
genuine products of the Japanese genuine leather may not be so 
Kapok tree. named or described. 
Karat—"10K,” “14K,” and “14K Linen—means a product woven 
Gold” banned on, or as descrip- from the fibers of flax and may 
tive of, pens and other products not be used as name of fabric 
not made of gold or containing composed in whole or in part of 
less gold than the amounts re- other fibers. Banned: “Acetate 
spectively indicated. When used Linen,” “Linene Paints,” “Linene 
at all, these symbols and words Suitings,” “Warranted Linen 
must be used accurately and Cording,” “Linene,” “Linet,” 
truthfully. “Lineen,” “Am-I-Linen,” “Linex,” 
Kid—may be used only as applying and “Genuine Irish Linen Re- 
to leather made from skins of enforced.” 
young goats. Linseed—banned except when re- 
Klondike Fur—banned, as name of ferring to pure linseed product or 
product not made of fur or of when proper qualifying words 
product made of fur that did not are used with product containing 
come from Klondike region of linseed and other oils. 
Alaska. Lisle—may be used alone only of a 
Labrador—rule stated for term product composed entirely of 
“Klondike Fur” applies here. twisted cotton yarn, but may be 


used with qualifying words of 
product only lisle in part. 
(To Be Continued) 


w“ hd ’ 
Buy “Chico Record’ 

The Record, Chico, Calif., has 
been bought by two former Hearst 
executives, Maj. A. F. Logan, vice- 
president in charge of operations 
for Hearst Consolidated Publica- 
tions, and Ralph Gordon, formerly 
with the Los Angeles Examiner and 
a cartoonist whose work frequently 
appears through King Features 
Syndicate. Mr. Gordon will be the 


active publisher. 


To Caples Company 
Maxtield & McLeer, New York, 
has appointed Caples Company, 


New York, to direct advertising for 


Schweppes tonic, ginger beer and 
table waters. 


Bob Leefers has 
handled farm news and 
markets on WMT for 
Iowa 
like him for his friendly, 
accurate broadcasts. 


years. 


Cowles Stations farm programs are geared to the 
interests of the farmers in the individual areas 
served by four stations. When you buy the Cowles 
Stations, you buy a vast $2,000,000,000 “primary 
farm income” area. You buy a group of stations 
individually tuned to the likes of a million and a 
half radio families. You buy active localized loyal- 
ties. You buy regular audience built by localized, 


individualized station operation. 


Yes, and you get broad, productive coverage — 
created through the intensive impact of localized 


station performance. 


Pts 


Charles Worcester, 
WNAX farm director, 
travels thousands of 
miles meeting, talking 
to, and speaking before 
WNAX area farmers. 


farmers 


STATIONS 


— 


- Represented by The KATZ Agency 


Andy Woolfries came 
to KSO-KRNT after 19 
years at WOIL Iowa 
State College. He 
knows Iowa farmers — 
they listen to him. 
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THE NEW IS OLD 


THE TEXAS COMPANY Ge) | 
Before Texaco could get its full-color 
magazine copy into circulation, its mes- 
sage was outdated, necessitating this 


“correction” copy which ran last week in 
Eastern newspapers. 


Closing of Gas 
Stations Jams 
Texaco Copy 


Corrections on Dealer 


All-Night Service 
Rushed to Press 


New York, Aug. 13.—As the spon- 
sor of magazine copy rendered 
obsolete by the swift pace of cur- 
rent events, Texas Company yes- 
terday used an extensive list of 
newspapers in the 16 states affected 
by the gasoline shortage to correct 
its message and give the public the 
true story. 

Several weeks ago six weekly 
magazines received a_ four-color 
page advertisement, prepared by 
Newell- Emmett Company, | pro- 
moting Texaco dealer all-night 
service. Copy featured an illustra- 
tion of a dealer, smiling and touch- 
ing his cap, as seen through the 
windshield of a car streaming with 
rain. Under the caption, “All night 
long You're welcome,” copy 
pointed out that “Texaco dealers 
have pioneered” and reminded read- 
ers of “that late drive home in a 
blinding rain, with the gas gauge 
creeping toward ‘empty,’” the 
“blacked-out” service stations and 
“the long, wet walk home,” all of 
which would be unnecessary this 
summer because of the new service. 


Already on Press 


When Petroleum Coordinator 
Harold L. Ickes requested that 
gasoline service stations on the 


FOR 9%; CONSECU- 
TIVE YEARS THE 
EVENING PUBLIC 
LEDGER HAS CAR- 
RIED MORE DE- _ 
PARTMENT STORE 
LINAGE THAN ANY 
OTHER DAILY OR 
SUNDAY NEWS- 
PAPER IN PHILA- 
DELPHIA. DEPART: 
MENT STORES 
KNOW VALUES. 


Eastern Seaboard close down nightly 
to offset the shortage, the copy was 
already turning on the presses for 


three of the magazines on the 
schedule Collier’s, Liberty and 
The Saturday Evening Post. To 


correct the impression that Texaco 
was not cooperating in the emer- 
gency, the company yesterday 
placed 1,200-line newspaper copy 
headed “Correction” and featuring 
a reproduction of the magazine 
advertisement. Copy explained that 
Texaco was “unable to make 
changes in the advertisement itself” 
but that since Texaco dealers in the 
area affected “are cooperating fully” 
with Mr. Ickes, “they are not ren- 
dering all-night service as stated in 
the advertisement.” 

For the three weekly magazines 


|versary. It 
| September. 


— Life, Newsweek and Time — 
which had not yet gone to press, 
a correction notice was quickly 
prepared by Newell-Emmett. Last- 
minute changes in make-up were 
made to allow a black and white 
insertion to appear on the page 
opposite the four-color copy. Also 
headed “Correction,” the 98-line 
black and white copy will ask read- 
ers to “be sympathetic and realize 
why the all-night service cannot be 
rendered in this area.” 


D & B Notes 100th 


Dun & Bradstreet is publishing 
“The Sinews of American Com- 
merce” by Roy A. Foulke as one of 
the events marking its 100th anni- 
will be published in 


ASCAP Plea in 
BMI Suit to Be 
Heard Aug. 18 


New York, Aug. 13.—Seeking an 
amended complaint, ASCAP this 
week filed two motions in the joint 
suit brought by Broadcast Music, 
Inc., and Edward B. Marks Music 
Corporation last June. One motion 
asked that BMI be dropped because 
it “is not a proper plaintiff,” while 
the other sought to dismiss one of 
the causes of action. Hearings on 
the motions will be held in New 
York supreme court Aug. 18. 

The suit was brought against 
ASCAP in an effort to obtain a 
declaratory judgment as to whether 


—— 


the ownership of performing rights 


of compositions resides in write; 
publisher. While the first cause 
action cited only compositions 
ASCAP members, the second , 
songs authored jointly by AS¢ 
and non-ASCAP members. 

In its motion yesterday, AS\ 
charged that the plaintiffs fail: 
name the proper defendants in : 
second cause of action. 


Joins “Sea Power” 


Edwin V. Dannenberg, fo: 
years Eastern advertising man 
of Forbes Magazine, New York 
been named advertising man 
of Sea Power, New York. Fo: 
first time in its 39 years, Sea P: 
will be offered on 
Sept. 25. 


or 
of 
by 
ted 
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newsstinds 


That would be a fine attitude for a national advertiser 


to take, wouldn’t it? He might as well not mention the name of his 
product as try to sell the nation without including each one of these forty impor- 
tant states. Yet there is a market on the Pacifie Coast (not including the Los 


Angeles, San Francisco, Portland and Seattle areas regularly covered by surveys* ) 


that contains more radio families than any one of these important states... in 


fact, more than most any two of them combined. And do these people have money? 


..- Retail sales last year were $1,558,484,000. In order to determine the exact 


listening habits of these 921,690 families, C. E. Hooper, Inc., in conjunction with 


a prominent Eastern advertising agency, conducted a survey. Ten representative 


cities were chosen from the three Pacific Coast states. 30,000 calls were made 


* A recent Hooper Survey shows that 
regularly covered by surveys, Los 
Seattle, and Portland, Don Lee tied 


in the four major markets 
Angeles, San Francisco, 
for first place amiong the 


top 14 Pacific Coast evening shows with 6 out of 14 firsts. 
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Glass Packed Food 
Cost Estimated at 
3c More Than Tin 


(Picture on Page 31) 


San Francisco, Aug. 13. 
packaging of foods in 
California Packing Cor- 
poration, reported in ADVERTISING 
Ace July 14, is viewed by the com- 
pany as a good by-pass of the 
looming tin can bottleneck and as 
an excellent merchandising oppor- 


The in- 
creas d 
glass by 


Merchandising and promotion is 
slated to follow along the lines laid 
down by tins, with no separate sales 
staffs, display promotions, or ad- 
vertising planned. The richly-illus- 
trated dealer brochure that pre- 
ceded the new glass lines stressed 
uniform high quality of Del Monte 
products and “team mates in flavor 
—partners in building business.” 

The price differential between 
products packed in tin and glass- 
packed products is still in the un- 
certain stage, but it is placed at 
about two or three cents more per 


were placed in a separate section, 
housewives tended to pick up every- 
day shopping needs in tin and then 
add extras in glass. 

Beside the company’s tests, it was 
pointed oui that several years ago 
Reid, Murdoch & Co. established 
the appeal of glass-packs by send- 
ing out single glass jars of each 
product for display on the grocers’ 
shelves with excellent merchanris- 
ing results from housewives who 
liked seeing what they bought. 


Names Roy W. Wright 


Hanes Ups Advertising 

P. H. Hanes Knitting Company, 
Winston-Salem, N. C., will expand 
magazine advertising this fall on its 
Merrichild Sleepers, following a 67 
per cent increase in sales last year. 
Good Housekeeping, Ladies’ Home 
Journal, Life and Parents’ Magazine 
will be used. 

Last year was the first in which 
general advertising and promotion 
were used to support the Merri- 
child knitted sleeping garments for 
children. N. W. Ayer & Son, Phila- 
delphia, is the agency. 


tunity Last year’s testing in six package than the similar product : ‘ Rene ik To Wesle Associates 
cities, for example, showed that the in tin. At present, the plan seems The re ony i ed R. Wall Y Ss ‘ 

as i > Vv ‘ig as allace & Sons ‘Cc any 
dded eye-appeal of glass packed | to be that products will be mer- “@S .@Ppointec oy W. Wright as) RK. Wallace & Sons Mfg. Company, 
7 jade it ssible to ove | chandised both in tin and glass. i special service representative to} Wallingford, Conn., has appointed 
—  * _ move | coandised pot in tin and glass, IN concentrate on the marketing and| Wesley Associates, New York, as 
canned figs where shoppers had | deference to a test showing that merchandising problems of the drug agency for Wallace sterling and 
ignored them in tins. where products packed in glass and toilet goods trade. silver plate. 

—_—_— 


and continuously. The following facts were established: 


during two 5-day weeks, employing the regular coincidental methods uniformly 


@ In one-third of the cities surveyed, at least 94% of the 
listeners were tuned to Don Lee. 


@ In one-half of the cities surveyed, at least 65% of the 
listeners were tuned to Don Lee. 


@ In the ten cities, the total program ratings on Don Lee 
were nearly twice that of all other networks combined. 


In choosing your radio, be sure that your appropriation covers this market, 


alone completely covers this 1,558,484,000 dollar market. 


5515 MELROSE AVE., 
THOMAS 8S. LEE, Pres. 


and bear in mind that it is a qualified fact that in this market people listen to their 
own local station, within their own trading area. This is the kind of coverage that 


pays dividends and it’s the kind of ceverage you get only on Don Lee, for Don Lee 


HOLLYWOOD 


LEWIS ALLEN WEISS, FT ice-Pres. and Gen. Mar. 


, 


ON LE 


JOHN BLAIR & €O., National Representatives 


For copies of actual survey, write Wilbur Eickelberg, Gen. Sales Mgr. 


Plan Super-Net 
for Emergency 
Government Use 


Washington, D. C., Aug. 13.— 
Come the blitzkrieg, the Defense 
Communications Board has_ plans 
for linking together in a= single 


super-network practically all the 
880 standard broadcast stations in 
the country. This vast chain would 
be used to broadcast air raid warn- 
ings, communiques, and other vital 
defense information. 

James L. Fly, who heads DCB as 
well as the Federal Communications 
Commission, emphasized that radio 
would remain in private hands, and 
that government utilization of 
broadcast facilities in a war emer- 
gency would be on a cooperative 
|basis except for possible areas of 
actual combat. 

DCB has also made studies on the 
reliability of transmission and _ its 
freedom from accidental or de- 
liberate interruptions in time of 
jwar. <A preliminary report of 20 
| selected stations showed that they 
fare losing an average of 90 seconds 
per week from program interrup- 
| tions, more than half of the breaks 
| being caused by power failures. The 
‘reliability average for the stations 
was found to be 99.98 per cent. A 
|/number of protective measures, in- 
|cluding emergency power 
ltors and replacement 
planned to raise the 
nearer perfection. 

DCB studies 


genera- 
parts, are 
figure even 


indicate that 
alternate routes are available for 
all but two of the 310 cities on the 
potential super-network. Thus, an 
| important defense program could be 
rerouted and still reach substanti- 
ally all outposts on the chain 

DCB is working with the Office 
of Civilian Defense on plans for 
linking stations to local civilian de- 
fense centers for purposes of trans- 
mitting local and regional warnings. 
The super-network would be used 
for messages of national scope, 


also 


To Gulf Oil Board 


Three members of Gulf Oil Cor- 
poration’s finance committee have 
been elected to the directorate of 
the Pittsburgh corporation: J. E. 
Nelson, vice-president, treasurer, 
and secretary of the finance com- 
jmittee; H. A. Gidney, vice-presi- 
dent and comptroller; and Alan M. 
Scaife, formerly chairman of the 
board of Pittsburgh Coal Company. 


To Klinger Advertising 

Fight for Freedom, New York, 
has named Klinger Advertising 
Corporation, New York, to direct its 
radio campaign on the “V for Vic- 
tory” button drive throughout the 
nation. 


If you are a NEWSPAPER man 


and want to sell MORE local 
linage, listen listen 
closer! Vm the new boy around 
here. Don’t turn away. Um 
WORDY! Don't listen to your 
phone. Forget that bunch of 
layouts. Forget that fur sale ad. 
Forget that squawk about rotten 
position. Don't pay any atten- 
tion to your publisher. Keep on 
ms oareading. Write for the big 
= RED brochure. It tells about 
= ithe OAP. It tells how to make 
© merchants WANT to advertise: 
how to make them brag about 
their regular advertising in your 


close 


newspaper. Thirty. forty great 
newspapers are using it. They 
LIKE it. They say so. Write 


and we'll send the bRb. 


OREN ARBOGUST 
ADVERTISING 
Thirty N. Michigan Ave 
CHICAGO 


SELL MORE LOCAL LINAGE 


AVId LSi90uuNV ASU 


TO HELP NEWSPAPERS TO 
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It is called Flexo-Copy, meaning and lead for the national defense, 
‘that painted bulletin copy now can We believe this is the first move. 
V e e be changed as many times a day,|ment of its kind to get underway 
o1ce ot the Advertiser week, or month, as the advertiser | and we are hoping that With the 
deems it advisable, and with a min- | proper publicity it will soon sp :eagq 
imum of effort. The letters, cut out | nationally. 
This department is a reader’s forum. Letters are welcome. of plywood, weatherproof and ._.oo 
. 3 = _— whi aa _| painted, rest in grooves on the sur- Director, Advertising and S:; 
Sophronia and Coal TRADE CHARACTER pon Digg ge Magy nd yg face of the board, are easily slid in| Promotion, The Miller Com. 
To the Editor: I am bringing the local territory, carried banners |@nd out when a change is made. A| pany, Meriden, — - 
attached advertisement from the > , advertising the broadcasts. Radio padlocked box with the letters, plus - (Editor s Note: , we = 10n 
July issue of The Coal Dealer to ot ; leb announcements were also made a ladder, are kept under cover be- | idea was = o. y I = ar- 
your attention because I think the > ee, Sophronia Apple! Y |trom Detroit preceding the start of hind the bulletin. . rison, and ged omen . her 
approach rather unique. This, for) 2 \ J), me the tour and successively from the Par-T-Pak sparkling water is pg cage y er 4 e oe Co ‘ling 
the reason noted in the display at ™ ow" i : . out-state cities, directed specifically currently using Flexo-Copy to tie in on oy couts ail e “s y & iid 
the bottom of the spread in the \ / ana acg to listeners in the next point to be with civic doings in our fair city by | Sev eral tons of hei uable —_ in 
July price list, merchandising this} | wy : - - played. Advertisements were placed the Golden Gate. Changes are made the form of obsolete plates ave 
advertising in The Coal Dealer, “It i - . &> in the local newspapers. The result | every Thursday. The “fixed” pic- | already been contributed anc the 
is not news when a woman gives pes anihat ethos - of all these approaches was a full|ture, featuring Par-T-Pak, is re- | Boy Scouts, = rota dri ers, 
advice—but it is news when a . tne — house on each of the five Tuesday | tained. marrage and plenty ‘3 f ON 
woman gives advice to the coal = ‘evenings on the road, which con-| Flexo-Copy was conceived and | 8rease, pried the mer from the 
trade.” : ‘cluded with the performance in|developed by Walter T. Warde, art wooden blocks. The wood may be 
Our client, Pittsburgh Coal Com- 7 | Jackson, Michigan, July 15th. director of Foster and Kleiser Com- — hagtong  Pomagcpimag m- 
pany of Wisconsin, uses, on a con- va ARDEN YINKEY, pany. ter.) in the Meriden area this in. 
tract basis, the back cover of The Zimmer-Keller, Inc., Advertis- ; J. G. PALTRIDGE, ' a it a 
Coal Dealer, trade publication in - ing, Detroit. Sales Promotion Manager, Fos- ; : . 
the coal field which is published in ciakendieieiiiettaeltn deal tes ter and Kleiser Company, San Everything's Fine 
this part of the country... and the ' mo Francisco. | ie the Sater Memes tee am 
entire sequence of advertisements in| _ Flexo-Copy Keeps | 7 = [TIMES TO PICK UP MY FAVcxtIT; 
Gis series is designed to Gonninesy | PITTSBURGH COAL CO. Board Up to Date Launches Drive |SOURCE OF ADVERTISING INFORMA “Ion 
establish Sophronia Appleby as a}| Winccsgelia  Seiet Peal . Daloth . Seperien  Mvenber ised gh ; neat ene aa: va 4 eee . cenbence 
trade character. | To the Editor: As with Old Gold | To the Editor: The attached copy paiiiaeh deagidie-wnk mae eeaiaen @ ut 
Ninety-five per cent of the adver-| Housewife Sophronia Appleby, who does cigarets, “Something new has been | of our local paper gives the details aiar aa cae ainda am zi wo 
tising in trade publications in the | her share of furnace tending, speaks her added” to our company’s outdoor|of a drive we have started among : ‘ I~ 


coal field, to this date, have predi- 
cated their approach on_ specific 
high heat, specific low ash, and 
similar placements of fact, which 
can be echoed, in a way, legitimately 


by many of the competition, 
because, for instance, premium 
Kentucky coals, from practically 


comparable fields, may be promoted 
by various units in the industry | 
under different trade names. 

We are awaiting the comments 
of the trade with regard to this 
approach, which, to repeat, we feel 
is rather unique in the field. 

EBEN MACKENZIE, 

MacKenzie, Inc., Advertising, 
Minneapolis. 


v v v 
Good Will in V's 

To the Editor: As representatives 
of Montreal La Presse, we have 
urged United States concerns ad- 
vertising in Canada to reflect in 
their copy an interest in the fight! 
for democracy. 

We would like to suggest a simple 
way of doing this: featuring a large 
“V" in every advertisement where 
it is possible to do so. 

This letter has become a shining 
banner for English and Canadians 
alike. To Canadians, both French 
and English, it has come to repre- 
sent virtue, vigor, valor, and the 
victory that is their due. 

Use of the symbol in dominion ad- 
vertising will be an encouraging 
expression of sympathy, paying 
dividends in consumer good will. 

W. J. Morton, 

William J. Morton Company, 

Chicago. 


Audiences Prove Worth 


of Stroh Concerts 

To the Editor: The facts herewith 
are, we believe, pertinent to adver- 
tising and selling, and we thought 
you might be interested in using 
some of them. In May, 1940, we 
launched the Stroh Brewery Com- 
pany of Detroit upon a campaign 
of radio advertising, in addition te 
the large volume of newspaper, 


outdoor and other forms of adver-'! 


tising which we 
client. 

The company preferred a musical 
program, and to insure the high 
character and quality required by 
the company, we secured the serv- 
ices of Mr. W. G. Haenschen of 
New York. As you doubtless know, 
he is regarded as one of the coun- 
try’s leading composers, arrangers 
and musical directors. Drawing 
upon the Detroit Symphony, which 
ranks with the finest, Mr. Haen- 
schen organized a 36-piece all- 
string orchestra, composed of top- 
notch musicians. Then we went to 
New York, and with Mr. Haen- 
schen, auditioned a number of sing- 
ers. These we knew only by num- 
ber, and we made our choice with- 
out seeing the singers. 

For our soprano we chose Miss 
Margaret Daum, and Thomas L. 
Thomas for our baritone. 


place for this 


To cover adequately the Stroh 
distributing territory in Michigan, 
Ohio, Pennsylvania, and Indiana, 


mind on quality—from flour to coal— 

in this advertisement of the Pittsburgh 

Coal Company. Further advice is due 
from the new trade character. 


WJR in Detroit, for a 
Tuesday evening half hour, 7:30 
to 8, working from the Masonic 
Temple auditorium which _ seats 
1,800. Tickets to the broadcast are 
distributed free and each week a 
sizable audience which has grown 
with the weeks, has filled the hall. 

Recently, Mr. Zimmer, president 
of our agency, conceived the idea 
of taking the show to some of 
Michigan's important industrial 
centers. We found that Flint, Grand 
Rapids, Saginaw, Lansing, and 
Jackson have auditoriums’ with 
audience capacity from 2,500 up to 
6,200. Mr. Zimmer believed the 
people in these smaller centers— 
with no opportunity of seeing a big- 
time broadcast as done in New 


we chose 


| York, Chicago, Hollywood, and this 


great show in Detroit—would want 
to see, hear and meet these artists. 

They did—to the extent of filling 
our halls. We gave them a “peek 
behind the curtain” with the final 
|dress rehearsal and tuning up at 7 
o'clock. Then the usual WJR broad- 
cast until 8 o'clock. After that, 
|another gorgeous half-hour concert 
just for them. The broadcasts from 
these out-state centers were a 
tremendous success. Each house 
was taxed, not only as to seating 
capacity but for standing room. In 
one, it was necessary to place a 
loud speaker outside the building 
| to take care of an overflow of about 
,a thousand people. 

Mr. Haenschen, Miss Daum and 
|Mr. Thomas regularly fly from New 
| York each Monday night, as they 
|did for the series of out-state 
| broadcasts. 
mer joined them in flying to the 
point of the next evening's per- 
formance, which was put on after 
full rehearsal lasting from noon 
until five o’clock. 

Members of the orchestra 
eled in a huge highway bus, which 
carried on both’ sides’ banners 
advertising the event. 


The Stroh distributor in each 
point was the focus of the local 
activity directed toward § getting 
audiences into the halls. He was 


supplied with advertising placards 
and with tickets. The cards were 
posted and supplies of tickets were 


On the tour, Mr. Zim- | 


trav- 


advertising service here on the Pa- 
cific Coast which may be of interest 
to you and ApvertTIsiInGc Acr readers. 


industries here in Meriden for the | 4=LY. 
collection of obsolete printing plates 
to build stock piles of copper, zinc | 


GEORGE PETTY 
Hayward, V 


y 


A good newspaper is constant in its serv- 
ice to readers and advertisers —constantly 
doing better...growing bigger. The Journal 
is a good newspaper. 


JOURNAL sr. sx one cone 146,189 
JOURNAL. oecsccooroon. 107,567 


JOURNAL 


total city daily circulation 


76,665 


OREGONIAN total net paid daily circulation 142,673 
OREGONIAN city & suburban daily circulation 85,854 


OREGONIAN 


placed in all retail outlets, to be 
given away free as the placards 
attracted attention, and as cus-| 


tomers asked for them. 
downtown stores and hotels were 
supplied with posters and tickets, 
also central and neighborhood gro- 
cery, drug and music stores. 
Personnel managers and_ the 
heads of union locals in the indus- 
trial plants were contacted, both by 
the distributor and the agency. 
Advance letters from the agency 
notified the local luncheon and 
service clubs, women’s and 
veterans’ organizations, musical 


In addition, 


clubs and other cultural organiza- 
tions. For five or six days prior | 
to the broadcast, the Stroh dis- ' 


war | 


Figures from ABC Publish 


58,605 


total city daily circulation 


*e tat, . 
s 


March 31, 1941 


_ Portland's Afternoon N 


PORTLAND, OREGON 


_-. REYNOLDS-FITZGERAND, Inc., National Representatives: —_ 
New York, Chicago, Philadelphia, Detroit, San Francisco, Los Angeles, Seattle 
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Sunbeam Tries 
‘Appetite Appeal’ 
in fall Drive 


sh Electric Appliance 
L ne in _ Intensified 
Campaign 


m1 


Cl go, Aug. 14.—The Sunbeam 
line electric appliances will bask 
in t rays of new copy appeals 
this | when the Chicago Flexible 


Shaft Company will intensify its 


yrometion. Special emphasis will 
he pliced on the Mixmaster and 
Sha\ vaster although the _ Iron- 
maste Coffeemaster, toaster and 
waffle baker also will be glorified 


in the pre-holiday sales push. 


Tl is the first time “appetite 
appe: has been featured in the 
Mixmaster campaign, reports A. E. 
Widdilield, advertising manager, re 
ferrit to two-color half-pages in 
national magazines. The additional 
color, yellow, which also will be 
used to achieve a sepia effect, is 
being employed to picture lemon 
pies, omelets, pop-overs and frosted 
cake comparing the appetizing 
jishes when made with and without 
Mixmasters. 

Among the Mixmaster features 
summarized in copy is an automatic 
beater ejector which the company 
identifies as a new device which 
enable the user to remove the 


beaters without getting batter on 
the hands. 


Mixmaster with such eye-catchers | 
as “Pies! 1/3 Higher,” “Same Eggs! 
Same Oven! Same Omelet Pan!”, 
etc. 


Dealers Get New Helps 


A striking display table also is 
being furnished dealers on which all 
Sunbeam appliances can be exhib- 
ted. Panels in the table will allow 
the posting of reprints of Sunbeam 
national advertising which the com- 
pany will distribute at regular in- 
tervals, bringing national advertis- 
ing influence to the point-of-sale, 
as well as acting as a sales manual 
for retail clerks. 

Beginning with September Sun- 
beam will launch five individual na- 


tional advertising campaigns on the | 


tems featured on the display table. 
Magazines to be used are American 
Homes, Better Homes & Gardens, 
Electricity on the Farm, Good 
Housekeeping, Ladies’ Home Jour- 
al, Life, McCall’s, The Saturday 
Evening Post and Woman’s Home 
Companion. 


The year-long campaign for the | 


Shavemaster will be sharply in- 
tensified during the fall months. 
The fall and holiday campaign be- 
gins Sept. 13 and calls for a series 
f bleed pages in colors in Life and 
The Saturday Evening Post as well 
s continuous half-page units. 
Shavemaster copy will feature a 
‘urvey of Shavemaster users of a 


Headlines point to the | 


— TET 


19 RETAIL LEADERS 

IN PHILADELPHIA 
INCREASED SPACE 
198,624 LINES IN THE 
LVENING PUBLIC 
LEDGER FOR THE FIRST 
5 MONTHS OF 1941 
WER THE SAME PE- 
HOD OF 1940. RETAIL 
ADVERTISERS ARE 
MLWAYS THE FIRST TO 
SENSE. CHANGED 


HIGHER AND BETTER 


Same Eggs! Same Oven! 
Same Omelet Pan! 
But which was mixed by 


MIXMASTER 


Only Miamaster gives vou all these advantages 


+ wa rime Dee » mercer om ayh aconeen 


+ Me Automate EA THE LEC? 


o etree enue Senrk pearimenl ee 


Mixmaster fall advertising will stress the 
difference in appearance and taste of 
foods mixed the Mixmaster way. This re- 
production is of a half-page two-color 
appear in Ladies’ 
Home Journal and Life in October. 


| advertisement to 


year or more in answer to the ques- 
tion, “How do men really like Sun- 
beam Shavemaster?” The copy will 
point out that nine out of ten users 
would not go back to former meth- 
ods of shaving. 

Perrin-Paus 
‘is the agency. 


ACA 


Company, Chicago, 


Advertising 
Awards to Be 
Given Oct. 31 


| Toronto, Aug. 13. — The 1941 
|awards by the Association of Cana- 
‘dian Advertisers for noteworthy 
contributions to the commercial and 
industrial development of the do- 
‘minion will be presented at the 
association’s annual dinner in To- 
|ronto on Oct. 31, it was announced 
here. 


|November to award medals for 
| constructive advertising, but has 
emphasized that these awards were 
not to be considered in the nature 
of a contest for which samples are 
entered, but rather as_ individual 
presentations to commend a_ job 
well done. A gold medal is to be 
awarded to the advertising manager, 
agency executive, artist, publisher, 
or other media representative for 
the most outstanding contribution 
to Canadian advertising. Three 
silver medals are also to be given 
for outstanding contributions from 
advertising department members 
or managers, from agency execu- 
tives, and from media executives. 
The jury is composed of H. H. 
Rimmer, Canadian General Elec- 
tric Company; R. E. Jones, General 
Foods, Ltd.; J. W. Thain, A. McKim, 
Ltd.; J. M. Lecky, Poster Advertis- 
ing Association of Canada; Aubrey 
Burrows, Canadian Transportation; 
W. J. Motz, The Kitchener Record; 
Harry Sedgwick, Station CFRB; 
C. V. Charters, Canadian Weekly 
Newspapers Association; Ivor Lewis, 
T. Eason Company, Ltd.: and 
R. W. F. Capel, Rapid Grip & 
Batten, Ltd. 


Rees Named Goodrich 
Tire Ad Manager 

Frank J. Rees, who handled the 
company’s exhibit at the 1940 New 
York World's Fair, has been named 
advertising and sales promotion 
manager of the tire and battery 
lines of the B. F. Goodrich Com- 
pany, Akron, O. 


The association set up a jury last 


Survey Reveals 
Current Trends 
in Cosmetics 


New York, Aug. 13.—More than 
16,000 responses to reader question- 
naires were checked by the market 
research department of Modern 
Magazines to compile the data in 
the “llth Survey of Beauty” just 
released. The 64-page book charts 
the trend of brand preferences in 
49 classifications of beauty products 
and toilet preparations from 1932 
to 1941. More than 1,500 individual 
brands are covered by the study, 
which presents breakdowns of con- 
sumer preferences according to in- 
come, city size, age of purchaser, 
place of purchase and retail price 
paid. 

Products whose use seems to be 
on the increase include cleansing 
tissue, eye wash, face powder, hair 
curlers, lipstick, nail polish, nail 
polish remover, sanitary napkins, 
soap for bath, soap for face and 
hands, talcum powder for dusting, 
tampons and toilet water. Declines 
are registered for astringents, bath 
salts and_ softeners, bleach or 
freckle cream, bob pins, brillian- 
tine, cleansing, all purpose or cold 
cream, combs, cuticle softener, 


liquid dentifrice, deodorant, depila- 
tory, eye shadow, eyebrow pencil, 
eyelash conditioner, eyelash curler, 
hair rinse, hair tonic, hand cream, 
hand lotion, cake mascara, cream 
mascara, cake and cream mascara, 


mouth wash, nail whitener, per- 
fume, powder puffs, rouge cake, 


shampoo, sunburn preventive, sun- 
burn remedy, texture cream, tooth 
brush, tooth paste, tooth powder, 
vanishing or foundation cream and 
waveset lotion. 

The survey, which was prepared 
under the direction of Carl R. Gis- 
ler, market research director for 
the Dell Publishing Company, indi- 
cates that the peak purchasing 
period for 34 of the 49 products 
occurs before the twenty-sixth year. 


Two to Tracy 


Louise Fabish Cosmetics, New 
York, has appointed W. I. Tracy, 
Inc., New York, and the agency 
has also been named to handle 


Heart o’ Orange and Heart o’ Lemon 
beverage advertising along the East- 
ern Seaboard. Radio and outdoor 
will be used. 


Moves Closure Plant 

Anchor Hocking Glass Corpora- 
tion has moved its closure equip- 
ment to its new plant at Connells- 
ville, Pa. 


Launch “Jam Session” 


First issue of Jam Session, New 
York, a new magazine for dance 
band fans, will appear on news- 


stands Aug. 22. Egbert White, vice- 
president, Batten, Barton, Durstine 


& Osborn, New York, is president. 
Henry C. Klein, BBDO radio pro- 
ducer, and Robert Fuoss, promo- 
tion manager, Saturday Evening 
Post, are vice-presidents and edi- 
tors. Al Stresser, BBDO art direc- 


tor, is art director of the 


magazine. 


new 


McKenna Advanced 


William H. McKenna, purchasing 
agent, Hanlon-Gregory Galvanizing 
Company, Pittsburgh, has been ap- 
pointed assistant to the president. 


(DEADLINE GHOSTS 2) 


Say “Rattway Express” and they'll 
vanish before RAILway EXPRESS 
“the service that speeds up speed.’ 
Perfect for plates and all kinds of 
advertising and printing material. 


For super-speed use AIR EXPRESS 
3 miles a minute. 


RAILWA “XPRESS 


AGENCY Inc. 


\ NATION-WIDE RAIL-AIR SERVICE j 


Fre 
+4 


“SPEAKING 
OF BOOKS” 


ISTENERS 


of WGY’s new program, 


Featuring the author of a 


nonreaders. 


any NBC Spot Sales Office. 


New York 
Boston 


Washington 


Chicago Denver 


50,000 WATTS 


in 15 states 
have written expressing their approval 


Books.” They approve because “Speaking 
of Books” is something different in radio 
shows. It's timely, entertaining, and edu- 
cational—an opportunity for an advertiser 
who wants a program with unusual appeal. 


seller, and three outstanding literary critics, 
each week, “Speaking of Books” has al- 
ready been host to such authors as Perry 
Burgess (Who Walk Alone), Alice Duer 
Miller (The White Cliffs), Viscount Gontran 
de Poncins (Kahbloona), and Andre Maurois 
(Tragedy of France), to name only a few. 


With the many book clubs, libraries, and 
bookstores in WGY’'s widespread market, 
the merchandising tie-ins for the program 
are almost unlimited. And yet “Speaking 
of Books” is a “natural” for almost any 
type of advertiser for the simple reason 
that it appeals to both book readers and 
Write today for details of 
this unusual radio buy. Contact WGY or 


Represented Nationally by NBC Spot Sales Offices 


Cleveland 


GENERAL £9 ELECTRIC 


WGY 


SCHENECTADY, N. Y. 


: ——— <n — 


and Canada 


“Speaking of 


national best- 


San Francisco 
Hollywood 
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August 18, 194) 


efense 


Adds Impetus to 


Alabama's Booming Markets 


Widespread Business 
and Industrial Changes 
Wrought in Area 


Birmingham, Aug. 14. National 
defense means a variety of things 
in this “deep South” state. It 
means Army camps and Navy bases 
and air corps schools and tremen- 
dous demands for steel and ship- 
building and better prices for crops. 
It means huge demands on the 
important supply of hydro-electric 
power and tremendous activity for 
the state’s extensive lumbering and 
quarrying industries. It means the 
state’s coal and iron are in huge 
demand, and its textile mills are 
busier than ever. It means, in a 
word, that Alabama is riding high 
on the wings of a major defense | 
boom. 

During the first year of defense 
almost $600,000,000 in defense work 
poured into the state, including 
plant construction and _ indirect 
activities. The actual total for the 
period from July 1, 1940, to June 15, | 
1941, was $206,800,399 in orders, and 
this figure has been considerably 
increased now. 


How They Stack Up | 


For this 50-week period Army 
contracts totaled $113,712,078, and 
Navy contracts, $33,773,415. Other 
sources of defense business included 
the following: U. S. Maritime Com- 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 


THE LETTER SHOP, Inc. | 


440 S. Dearborn St. Wabash 8655 _ 
CHICAGO | 


NEW SHIPS IN THE MAKING 
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$6,000,000 expanding its facilities 
at Birmingham and Pascagoula. In 
addition, minor expansions in a 
number of Birmingham plants 
which have already been made or 
are nearing completion, have cost 
another $5,000,000. 


Tremendous sums are being 
poured into the construction and 
equipment of smokeless powder, 


high explosives and other muni- 
tions plants in Alabama, some of 
the more outstanding being the 
$55,000,000 which is going into the 
smokeless powder plant at Child- 
ersburg, and the $25,750,000 which 
is being spent on a high explosives 
plant in the same vicinity. A 
chemical warfare arsenal at Hunts- 
' ville is slated to cost $41,000,000 by 
the time it is completed, and a 
storage plant at Huntsville will add 
| $6,000,000 to the government’s bill. 
A powder bag loading plant at 
| Talledega is costing $21,000,000, and 
the necessary conversion and new 
construction at the ammonium ni- 
trate plant at Sheffield is being 
completed at a cost of $6,500,000. 
Two shell forgings plans are to be 
_built by Tennessee Coal & Iron at 
|Birmingham, and an ammunition 
storage depot is under construction 


Keels have been placed here for a new cargo vessel and a U. S. destroyer, to be 

built by Gulf Shipbuilding Corporation at Chickasaw, Ala., near thriving Mobile. 

Five hundred new dwelling units are under construction in the model community 
for company workers. 


mission Emergency Ship Program, 
$20,822,500; WPA defense projects, 
$3,073,046; U. S. Housing Admin- 
istration defense housing projects, 
$2,787,553; public buildings admin- 


istration defense construction, $1,- 
409,000; National Youth Admin- 
istration defense training funds, 


$1,258,008; Defense Plant Corpora- 
tion, $9,801,211; Reconstruction Fi- 
nance Corporation loans for defense 


purposes, $19,068,188; Office’ of 
Education defense training, $979,- 


200; Civil Aeronautics Administra- 
tion airport expansion program, 
$116,200. 


September Ist 


5000 WATTS 


DAY and NIGHT 


WA LA | 


MOBILE, ALA. 


Network 


Now>> »\WALA Gives You 
MORE COVERAGE 


For Your ADVERTISING DOLLAR 
IN THE 


GULF COAST'S 


BIGGEST DE 


FENSE AREA 


Complete New 


RCA Equipment 


Representative: 


John H. Perry Associates 


For the state as a whole, all the | 
indexes are up, some of at almost 
startling levels. Cement consump- 
tion, totaling 161,92 barrels’ in 
April, was up 35.7 per cent from a 
year ago; cotton consumption for 
the same month was 102,087 run- 
ning bales, up 54.7 per cent; elec- 
tric energy consumption for indus- 
trial purposes was up 37.3 per cent; 
steel ingot production rose 25.3 per 
cent, and pig iron 10.4 per cent, 
while the number of coke furnaces 
in blast at the end of the month 
was 5.9 per cent greater than dur- 
ing April of 1940. 


Everything Forges Ahead 


Bank debits in four cities were 
24.6 per cent greater than last year; 
building contract awards were up 
43.2 per cent; the number of em- 
ployes, based on 969 establishments, 
climbed 13 per cent, and the dollar 
volume of payroll 30.5 per cent. 
Retail 265 independent 
stores climbed 29 per cent, insur- 
ance have gone up 9.7 per 
cent, gasoline sales are up 15 per 
cent, and electric energy consump- 
tion for non-industrial use has 
climbed 13.6 per cent. 

The composite index of industrial 
activity for the state was 142.6 in 
April, based on a 1935-1939 aver- 
age of 100. And these figures, the 
latest available at this writing, have 
been long since been surpassed. 
The tremendous gains shown over 
last year are all the more surpris- 
ing because all index figures for 
the state have been rising continu- 


sales of 


sales 


ously since 1934, with scarcely a 
break in the tide. 
BIRMINGHAM 


This industrial center of Alabama 
is booming so hard and so fast that 
statistics on where it stands today 
are difficult to obtain. Steel and 
aluminum and other essential 
metals and their working provide 
the principal key to activity in the 
Birmingham trading area, with mu- 
nition and powder plants, particu- 
larly in the Tennessee River valley, 
running up the defense total sub- 
stantially. 

One of the biggest and most im- 
portant projects in the state is the 
$35,000,000 expansion at Listerhill, 
where Reynolds Metals Company is 
preparing to do a sizable part of the 
job of supplying this most needed 
of all current metals. Huge as this 
will be, it will come nowhere near 
filling the need for aluminum, and 
additional plant facilities, estimated 
to cost $75,000,000 more, have 
already been approved. 

Huge Projects Under Way 


A $35,000,000 expansion of the 
Tennessee Coal, Iron and Railroad 
Company facilities at Birmingham 
is already underway, and Ingalls 
Shipbuilding Company is spending 


at Anniston, at a cost of $12,800,000. 
Many Air Fields 


When it comes to army camps 
and air fields, the northern half of 
the state is not being neglected. 
Fort McClellan, at Anniston, has 


— 
MOBILE 


This traditionally easy-going, sg. 
phisticated city with its magnificep, 
hand-wrought iron balconies ap, 
its classic examples of the archite,. 
ture and customs of a bygone e 
still has a charm all its own, py 
the quality of leisurely life « 
rapidly disappearing. For Mobile ; 
in the midst of a boom—a boom jy 
business, a boom in population. 
a boom in spirits. 

Mobile weathered the depressioy 
remarkably well, as one might ex. 
pect of a city which never got to 
excited about anything, and whic 
had a diversity of industries. Ang 
as the economic skies began to lif; 
the city began to attract more indys. 
tries, more business and more pepo. 
ple. The population officially jp. 
creased from 68,202 to 78,420 during 
the last decade, but the 1940 cengsy 
had scarcely been released befoy; 
even the post office was comp): ining 
that the figures were several thoy. 
sand behind the actuality. Mobi} 
is now reported to harbor som 
85,000 hard-working souls, and j; 
metropolitan area some 130,00 
Some 10,000 additional jobs hay 
been created in the area since thy 
1940 census was taken, it is estj- 


ang 


mated. 


Heavy Shipbuilding 
Defense, in this gulf coast city 


means flying fields and shipbuild- 
ing and manufacturing and housing 
and more 


shipbuilding, with 


WPA BUILDS NEW ALABAMA CADET HALL 


WPA workmen and dollars were combined to produce this new mess hall at 
Maxwell Field, Montgomery, Ala., for the Army's flying cadets. 


been alloted $7,700,000 for expan- 
sion; $500,000 each is being spent 
on elementary air schools at Tusca- 
loosa and Decatur, and $25,000,000 
Army training camp (Ozark-Pea 
River) has been approved. Gadsden 
airport is being improved to the 
tune of $67,000, and Birmingham 
airport at a cost of $117,000. 

Orders have been placed in 
Birmingham for $12,000,000 in shell 
components, and other shell orders 
in the city are estimated to total 
$15,000,000. One order for air com- 
pressors awarded in Birmingham 
totals $1,000,000. 

According to Federal Reserve 
Bank figures, department store sales 
in Birmingham during the first six 
months of 1941 were 18 per cent 
above last year, while Department | 
of Commerce figures show indepen- | 
dent merchants in the city expand- 
ing their business volume 20 
cent during the same period. 

Metropolitan Birmingham turned 
the half-way mark of 1941 with a 
building record that more than 
trebles in percentage that of the 37 
states east of the Rocky Mountains, 
and this increase was made without 
any industrial plants new or ex- 
panded, engaged in the production 
of national defense materials. 


Mostly Private Building 


housing for 
costing less 


indus- 
than 


One 
trial 


project, 
workers, 


$1,000,000, was developed in the 
first half of the year, but outside 
of that the building construction 


represented in contract awards, was 
confined to residential housing and 
two major warehouse and cold 
storage plants. 

Building contract awards between 
Jan. 1 and June 30 aggregated 


$6,835,000, compared with $2,541,000 
in the first six months of 1940. Pri- 
vately owned construction accounted 
for $5,189,000, an 
per cent over 1940. 


increase of 104 


per | 


handful of huge allotments pacins 


the field. 


One of the biggest of these 


Brookley Field, upon which an est- 


mated $20,000,000 will be spent | 
fore it is completed and _ turn 
over to the Army. At 
about 4,500 skilled, semi-skilled a! 
unskilled laborers are hard at W 
on the project, all of them work 
at prevailing wages—which int 
case means the highest wages ev! 
paid in the area. When it co! 


pres 


pleted, Brookley Field will 
manned and serviced by an es 
mated 1,500 officers and enlist 


men and about 3,000 civilian w 
ers, and will in itself create a hus 
new source of buying and spen 
ing power. 

Alabama 


Dry Docks and Sr 


SPOT BROADCASTING 


permits spot budgeting 
to fit each market's volume 
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August 18, 1941 ADVERTISING AGE 21 
FOR DEFENSE 000,000. This yard was recently re- ALABAMA TEXTILE MILL KEEPS BUSY Tuskegee, $1,480,295; and _ other 
habilitated from World War I days towns in the area getting smaller 
at a cost of $3,000,000, and between awards. 
4,000 and 5,000 men are now at rae ’ 
. ° “%. . . Ss Ss 
work in it at prevailing union min- Building Soars 
imum wages of $1.12 an hour for Increased employment, stepped 
skilled mechanics. All of these jobs up payrolls, and a housing boom 


Huge kilns of the Listerhill, Ala., 


alumi- 
num plant of the Reynolds Metals Com- 
pany look like giant cannon against the 


sky. The factory went into operation 

less than six months after construction 

started. More than 1,000,000 pounds of 

aluminum will be produced at the com- 

pany's Listerhill and Longview, Wash., 
plants. 


are new jobs, and it is anticipated 
that at least 6,000 will be employed 
on three shifts within the next few 
months. 


Power, Building Expanding 


Alabama Power Company has 
just put into operation a $4,000,000 
steam power unit, and has already 
begun work on a second which will 
cost $3,000,000, due to the necessity 
of supplying the greatly 
demands for power. A third unit 
|} costing $3,000,000 also is scheduled. 
Southern Bell Telephone Company 
is erecting a $2,000,000 building and 
increasing its facilities to care for 
| heightened business demands, 
an estimated influx of at least 5,000 
families within the next year. The 
Gulf, Mobile and Ohio Railroad 
working at top speed to put the 
finishing touches on a new, eight- 
story, $800,000 office building 
house the general offices of the re- 


is 


increased | 


plus | 


to | 


Work on civilian and defense orders for textiles being rushed at this plant, located 


in Birmingham, Ala., 


is typical of industrial activity throughout the South. 


| piled on top of government orders, 
have placed all of these plants and 
yards on a 24-hour basis and em- 
ployment in the industry at an 
all-time high. For example, Gree- 
son Mfg. Company had one contract 


is 


ber; Algernon Blair 
for $1,174,844 for 424 housing units 
for Army enlisted personnel and 
civilian employes at Maxwell Field; 
N. C. Lumber Company supplied 
$63,742 worth of boat planking, etc., 


got an order 


inevitable results of 
influx of defense business and 
Air Corps personnel. Construction 
in Montgomery itself during the 
month of May hit the highest level 
since 1928. Permits were issued 
during the month for the construc- 
tion of 72 new homes—an increase 


have been the 
this 


of 29 over April—and total building 
permits for the month were $279,- 
859, topping the $277,240 recorded 
in April. 

Aside from this, a tremendous 
impetus was given to the local 
building industry by the construc- 
tion of a $2,000,000 government 


housing project, just completed, 
local citizens tell you, in less than 
120 days. 

General retail business is well up 
over last year. Permanent resi- 
dents have more money and greater 
buying power, and retailers are also 
benefiting greatly from the pres- 


as 


| pbuilding Corporation is currently for $121,000 of ridge poles; another ete. ence of the Air Corps personnel in 
spending about $4,000,000 for plant cently merged Mobile & Ohio and for 100,000 tent poles; and another Central and southeast Alabama's the vicinity. Bank clearings in 
enlargement and rehabilitation, and the Gulf, Mobile & Northern rail- | for 836 tool chests. J. D. Welles total share of defense awards dur- June were 27 per cent ahead of 

is principally engaged at present in roads. , ; |Lumber Company supplied more ing the 50-week period ended June last year; loans totaled $8,771,231 
repairing and converting various |. Building, as might be expected, | than $65,000 worth of white ash, boat 15 was $9,785,724, with Selma re- in June, more than $2,000,000 
naval ships, since it has been|'S booming. A government defense | planking, white oak and other lum- ceiving orders totaling $2,443,561; | higher than last year; and deposits, 

named as a repair base for the At- housing _ project embracing 500 

| Jantic division and for the destroyer homes, at a total expenditure of 

/ feet in the Atlantic. Recently the |$1,500,000, is now under way, and 


other privately owned housing proj- 


government appropriated $5,000,000 
“278 —s ects are expected to add 2,000 ad- 


more for further expansion of this |*** : eal . 

plant in such improvements as ways | ditional units to the city s housing 
and new docks. This yard has | facilities, at a cost of more than 
just received contracts for 13 “ugly $6,000,000. A new municipal air- 
duckling” cargo ships for the port, which will cost $1,000,000 and 
United States, to cost approxi- | be one of the largest of its kind in 
mately $20,000,000, and work on the nation, is being built a few 

) this is scheduled to get under way |™iles out of Mobile. 


Retail sales are up, with general 
| business activity running better 
than 20 per cent ahead of last year, 
and the city as a whole estimated 
21 per cent above normal, and 
relatively ahead of most other cities 
in the country. 


in the immediate future. 

Wages and salaries at this plant 
have been materially increased 
since the defense boom started. 
Unskilled labor now gets a mini- 
mum of 62 cents an hour—10 cents 
over the minimum of a year ago— 


as 


} and other wages range up from 87 MONTGOMERY 
> cents to $1.50 per hour, with plenty The big a Montg ry 
of overtime work available at time a coe, ee 


Alabama’s capital city, is the fact 
that this city is headquarters of the 
Southeast Air Corps training pro- 
gram, and therefore the center of 
the Army air corps expansion pro- 
gram in the Southeast. The South- 


and a half for new work and double 
time on repair work. 


Gulf Gets Many Orders 


Aluminum Ore 
America 


Company of 


is expanding literally in ae “aig i 

all directions. Its original invest- ©@St Air Corps Training Center was 
ment of $4,000,000 in a plant here Set up here in July of last year, 
(completed in 1938), has already superseding the Air Corps Tactical 
nereased to about $7,000,000, and | School, which was already based at 
another million is being put into Maxwell Field, in the Montgomery 
new and larger facilities now under ®@'€@- _ 

construction, with two million more In addition, a brand new base 


earmarked for a steam power begun at that time has progressed a 
plant on which work will start long way toward completion and is 
shortly. already graduating classes every 
The biggest slice of defense busi- | #V@ weeks from Gunter Field, for- 
ness in this area is held by Gulf merly the Montgomery Municipal 
Shipbuilding Corporation, which|i"port. Tremendous expansion 
now has contracts for four mine |PPO8rams are under way & both 
sweepers, four destroyers and eight fields, with total expenditures from 
mbination passenger-cargo boats. July 1 of last year to June 15 of 


this of $4,044,167 for improvements, 


The sweepers will cost an estimated 
construction, new barracks, etc. 


$10,000,000; the destroyers $40,000,- 
0; and the passenger-boats $12,- 


——— 


Huge Personnel 


Military personnel now connected 
with these two fields totals some- 
i'thing in the neighborhood of 7,500 


a 


7 men, and the military payroll for 
this flying army is well over half THE Me ATION Ee 
a million dollars a month. But this Studios in Dixie Carlton Hotel, 
| promises to be only the beginning, Birmingham 
|in one sense. Activities in connec- National Representatives, Head- 
COLLIN |tion with the training center are ley-Reed Company 

| expanding at such a pace that it is New York, Chicago,  Atlant=, 
| difficult to keep abreast statisti- Detroit 
cally, especially since the Army ex- 

MILLER & foo 4 to train more than three times : 
| as many cadets next year as it * . 4 : 
|trained last year. ts Es 

HUTCHINGS | The Southeast Air Corps Train- | d 


ing Center, with 
Maxwell Field, 


headquarters at 
has supervision over 


INC. 


23 additional fields located in six * ie 
Southern states, with additional 
schools in the planning stage. At 


least five more fields will be added 


pee ene In September WSGN will be operating on a_ . 
Wibve-eeeavene (Moment ee Leese Bethe... of 610 kilocycles—350 kc. lower 
IN CHICAGO tee § than any other Alabama station—at a four- * 
, Peer) § fold increase in power! a 


others have been taxed to capacity 
for 


ten months. 


Private purchases, 
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up more than $3,500,000 from last 


year. 
Agriculture a Factor 


Normally deriving a large part of 
its business from its position as the 
center of a rich agricultural center, 
Montgomery this year will benefit 
greatly from increased farm prices, 


mately $1,700,000. At Tuskegee, 40 
miles from Montgomery, a new air 
base for Negroes has just been 
started, with the construction bill 
set at almost $1,500,000. And an- 
other new air base is just beginning 
to rise out of the countryside at 
Dothan. 


Significant Developments 


Fast Battery Charging 
Here to Stay 


The Business Digest 


Reported by the Business Press 
Edited by RALPH O. McGRAW 


P & G to Expand 
Drene Campaign 
in September 


Chicago, Aug. 14.—Procte: 4&4 
production Gamble’s seven-year-old Dr ne. 
beginning Sept. 1, will hit the 


in Trade and Industry as 


|pacity; window § glass 
|during the same month was at 80 


oe re > a rat ee ie ae ee » + aS os cy - Bs w « 
3 { ’ Soy la . . 
22 ADVERTISING AGE Suge ©, | 14) Aug 
— -_- 
totaling $26,748,655 in June, were has an annual payroll of approxi- 


arwninset tine os . = ar | ; er cent of capacity. Belief is ex- Shampoo market with larger s)ac¢e 
expe cting oe 52 milion doll r Now Logan & Arnold: | Following six months of field |? > ten i reater material |in twice as many magazine: a; C 
gross farm income of other years \tests and research, the Battery | presse a & mé wed fore. besides continuing its hal 
to be considerably enhanced. Cot- Adds Two Accounts | Manufacturers Association has en- problem confronting the building ibe € fre edi em pnd i it. G 
ton is now selling at the highest The name of the Logan & Rouse | qorsed the principle of fast charg- | industry pores sage pethenm ae he : Pli ee =e , oe th "Nee c 
price in a decade, and cattle and Advertising Agency, Los Angeles, ing of automotive storage batteries age of existing stocks of metal fix- | DOCKer — u e NBC Sf 
! ‘ices have risen steadily since has been changed to Logan & Arnold, | . ne hota : : - : _.|tures, and of plumbing, heating, | Red network. 
10g prices have risen steadily since ee? ome af rold C and several battery manufacturers one , 7 These steps to maintain Dre e’ 
the first of the year. The city’s | including the Reger Aig fa te ‘lhave added fast chargers to their |#"4 refrigerating equipment. aaa Sadana tae ar dileie oae \ 
“south of Louisville and east of | agency are Caltex Sportswear Mfg. American Automobile (Overseas | >Uilding uses only a small fraction sam er tho "saiiie ideation he in 
Fort Worth,” expects to wind up|Company, Los Angeles and New|Edition) for August reports. The|f the total supply of the scarce same general technious as in a yes 
the year with a volume of more! York, using magazines and news- original fear was that high-amper- metals, but priorities are bound to ays ge Pro q _4n the pro 
' 7 anere nationally. ; > Gui wily ’ ‘esult in some retarding of future | Past, will feature the additior. of 
than $7,000,000. papers nationally, and the Guild of age charging would shorten battery resu dnt ie eee o 4 tly Sata of 
But by and large, it’s the Army California Dons, a cooperative group life and make it necessary to revise building expansion. w at iS Calica & _— y perte ted collect 
air corps ‘ rovide . ‘t | of eight California men’s sportswear |/U©, @29¢ Make I! necessary hair conditioner. 
air corps that provides the most & vor dls pny Hi .| battery guarantees, but most of the to Ai Sey amazines will be acde the Bi 
exciting defense news in this area,|™#@kers, using national consumer ean ; "th octeeh Skyscrapers Big Air even magazines W1 e€ acded If | 
Sea sping te and trade publications. chargers now on e market are 505 amt Mark to the seven magazines used in the 
. ; Conditioning Market Po 
In Selma, 50 miles from Montgom- equipped with controls which guard ' ast sad cone will be tmereesed } law, 
ery, the Selma Military Airport . against over-heating the solution America’s skyscrapers—the office oe «ah o ine will ts vi ; whic! 
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. “ DHuulaing Collusion Case With the perfection of this process, | @™ I  |black and white scheduled else. dro} 
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unions, and two companies have | ing link to full one-stop service has | ™€diate commercial market for = Advantage of this expanded ad. two 
,entered pleas of nolo contendere to|been supplied. The average time | Conditioning, in the opinion of Dr vertising drive is being taken in consid 
| charges of collusion and price fixing | for charging a battery by the fast| Willis H. Carrier, pioneer of the) i oe promotion, explaining bined 
|in the building trades industry in| charge method is from 30 to 40 min- | eld and head of Carrier Corpora- i dite ta 2 sstiniie tc: ever) 
| federal district court at Los Angeles | utes and it is not necessary to re-| tion, says Heating, Piping and Air |" Bat - at f i - The 
‘and were fined a total of $22,000. we the battery from the car: thus | Conditioning for August. Latest fig- oe eee ee. soe wee Cae “That 
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Federal Judge Leon R. Yankwich eee See | . yer cent of the nation’s office build- |H. W. Kastor & Sons Advertising “0 
‘when J. E. Harrington, special | car is being lubricated. The process I Rigger adtgie ogee ditional according | Company has the account. . as 
‘assistant attorney-general, informed |is expected to boost the battery | '%8S roger sie 7 a ce contait 
|the court that the defendants had | service business and make it more |‘® this authority. Pg ts oy rs - — 
entered into a consent decree to dis- | profitable because fewer rental bat- | use picture Is even more start- | Acquires 2 Distilleries progra 
continue the objectionable practices. | terjes will have to be maintained. ling, he says, with only 0.3 per cent ee: : gets : lations 
a ‘air conditioned, and only 13.9 per wun . & rt b gg yew the ap 
| : , em ‘Is have been completely | York, has purchase 1e Krogman the Se 
Advances Gundaker See Housing Boom with pong Pagid readin P “ | Distilling Company, Tell City, Ind sina 
Guy Gundaker, Jr., formerly head Adequate Labor, Material P ‘recent survey showed that air |2"4 the Woodford County Distill- W 
pertising. of B. F. Goodrich Company’s budget Alarmists notwithstanding, hous- |. ditioni ‘ hs “om installed in Ing Company, Midway, Ky. This Thi 
1 out 0 . . : a |conditioning has been St brings to a total of four the num- . 
( sales division, has been named man- | jing is too important to the defense | « is lants - 1.78 . tt , sought 
the Coas ° ager of the automotive accessories Ser drast holteens % 3,010 industrial plants, or 1.78 per|ber of distilleries owned by Park Bn 
n bag er #4 tin department of the company. jade -cdegugy saad rastic cur al ouwy | cent of the 169,111 factories through- |& Tilford, which has heretofore op- be ren 
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ou Fate Names Hugh Donaldson | Supply News, in the August issue.|.° the most completely air condi- |ing plant in New York. mahod 
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been named manager of Glenn Gris- | i ee | tionery industry ranks Pica : 
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Mills Building, San Francisco ata eat as = ciate * —e hibiti air conditioning of some form, and If the 
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ito 133 East avenue. | arene ay > a mm Sse 
ia | som ssnwOver Micon ‘*" de- dustries has even one per cent of - yet 
brsene aoe eitiae ian saa “a a | 'the saturation point been reached. | steer 
ms ; . 1s Ss : ‘ : | l € 
? gD | In the commercial market, which | 
~ pve ” or, Peg sing i has only 2.8 per cent of its units air 4 Y R A C U © E we 
aan anne pe Aa a £30, conditioned, theaters outrank all | a - 
~ gong > "hr ee other classifications by a _ wide) pe - 
yee et age at dit ; proce margin. Department stores rank wiih 
048 b se sale § senna’ PCBS | second, although only one out of os tg 
“ pee Pg - at % 00 — every five has been air conditioned. y get Son be 
Poo i pot - ogee nscntoe a |Drug stores report 1.58 per cent | can yo pee fos 
- ene AP Aig tte Me - ‘“aniie a lair conditioned; restaurants, 2.3 per pee ; 
Pi re ave bes , aM | cent: < banks, 2.89 per cent. = 
extremely thorough investigation of an ee patna 4 MO R E been scl 
all angles of the housing situation partmer 
. have formulated a report which | Two to Photo & Sound tract press fo 
mam substantiates the boom prediction.| Donald Christian Cronin, former han the con tions ar 
ie The underlying reasons for the | account executive with Sidney Gar- | tha 5 troduce 
<< e boom are the abnormal demand for | finkel Advertising Agency, San | calls for ! Pennsy| 
— | defense 3 ivilis 4riyo.|Francisco, has joined Photo & chairms 
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ea B aes pall-toser + € a’ | with the company’s sales staff. W. A. Senate 
income, and the underbuilding of | patterson, former publisher of Good | Rep ] 
the last 10 years. These experts esti- | packaging, San Francisco, has joined | D. Ji 
mate that non-farm meio con-| Photo & Sound as an account ex- | Jame 
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NEW SUPER HIGH SPOTS 


est amount for any one year since 
1929, and approaches the 1920-29 
| yearly average of $3,510,000,000. 

| The investigation has shown that 


rs, ~ 80% of the Gs 


'U. S. Steel Corporation and Ford and 4 pm i) 
Motor Company are being modified | Angeles street car and bus 


for showing in South America by)! + 
the Rockefeller committee. pen" ail riders are women 
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lumber stocks now on hand, plus | | These 84. 700 family pur hasing 
NOW AVAILABLE ON PA RADE ROUT E. production to the end of the year, | Leaves Mart Post oe | agents ride to shop we GENE 
will be from 12 to 14 billion feet in | Rosalie Flank, for the past five centers ~. for clothin: 
ma 6|excess of the prospective demand,| years publicity director of the | h to AND 
, although there is some present dif- | American Furniture Mart, Chicago,| SMOCS, furnishings. Fret! im 
we ficulty in obtaining certain sizes of | _ a on ¢ xte — a. of, suburban =" * shoppin, ateas STOR 
* ¥ seasoned lumber. Cement produc- ng 2 ES See os See for food, drugs, cosmetics 
= oat ae §=6| tion in June was 70 per cent of ca- 
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Two large, new, high spot painted 
bulletin locations available on Mil. 
waukee's new downtown super-traffic 
cs artery—Kilbourn Avenue 
formally opened for the National 


NATIONAL S— FINER PLATES 
AMERICAN LEGION 


from Kodachrome .. . 
CONVENTION 


ty - - + are a certainty when the 


| hag = they ride they : relax. 
. When they relax they 
read your message. 


— Jones to Wayne 


Grace M. Jones, for the past ten 
| years fashion counsellor and adver- 
tising manager for Nolde & Horst | * 
Hosiery Company, has joined the For complete details 
|New York office of the Wayne Knit-. and rates, write 

ting Mills, Fort Wayne, Ind., as 


THAT 
STOR 
DELP 
PUBL 


American Legion parades. Hundreds 


artwork is a CHROMART Print director of fashion merchandising. , Fl 
$ EPT. | instead of the Kodachrome itself. ne eee $] 


é of Seana pes 41" the country attracted by these gigantic | 

ok parades—one lasting hours, another four hours—will be exposed *latem: 8 Ci » i sui <a 

a to your message. These locations also show to 20,000 bleachers. I3- ae — - — bree Ae — — Names Kelly, Nason : UND 
s: -tes 8 lat- , F 
ip MI edit, Mnnetitey tor brehure and, ares covering : copy. Andthe CHROMART from | The New York department of MAYNARD BOYCE Ia¢ 

& Kodachrome can _ be commerce has , 


appointed Kelly, 
Nason, New York, to handle its 
$125,000 budget for advertising dur- 
ing the year which will end June 
Sone SOS Si, Culiiae, Chipaeed | 30, 1942. Both tourist and industrial 

Overnight by Plane |promotion are included in 
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CREAM CITY OUTDOOR ADVERTISING CO. 
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ADVERTISING AGE 


Business Census 


Every Five Years 
Provided by Bill 


Changes in Procedure 
Given Approval by the 
Senate 


W.shington, D. C., Aug. 14.—Im- 


portant changes in census law are | 
in the Offing, following passage 
yesterday by the Senate of a bill 
providing for a quinquennial census | 


of industry and business and the 
collection of current statistics by 
the Bureau of the Census. 

If the Senate 


law, the census of manufactures 
which has been conducted every 
othe year since 1927 will be 
dropped, along with the decennial | 
census of business and mines. These 
two series, which now overlap to a 


considerable degree, will be com- 


bined in a single survey to be taken | 


every fifth year beginning in 1943. 
The Senate bill also provides: 
“That notwithstanding any other 
provision of law, any individual 
cen report or any information 


contained therein may be used in 
connection with the national defense 
program under such rules and regu- 
lations as may be prescribed, with 
the 
the Secretary of Commerce. 

Would Be Made Available 


The inclusion of this section was 
sought by Census Bureau officials 
to remedy an 


” 


census report can be disclosed to 
anybody, even the Attorney General. 
Since the defense effort began, how- 
ever, various defense officials have 
sought this confidential data only 


to be barred by the legal restriction. | 


If the Senate bill becomes a law, 
Census statistics will be made avail- 
able to defense agencies. 

Changes in census law were 
sought by Secretary of Commerce 
Jesse H. Jones earlier this year. 
His recommendations were followed 
in general by the Senate commerce 
committee, headed by Sen. Josiah 


W. Bailey of North Carolina, and | 
amendments | 


the bill with minor 
eased through the 
without opposition. 
The House has yet to take action. 
Two bills and two joint resolutions 
are now pending before the House 


upper house 


census committee. No hearings have | 
been scheduled thus far, but the De- | 
partment of Commerce expects to | 


press for action soon. Both resolu- 
tons and one of the bills were in- 
troduced by Rep. Guy L. Moser of 
Pennsylvania, Census committee 
chairman. The other bill, which is 
dentical with that passed by the 
Senate yesterday, was offered by 
Rep. John E. Rankin of Mississippi. 
James C. Capt, director of the 
ensus, told ADVERTISING AGE that 


version becomes | 


approval of the President, by | 


awkward situation. | 
Under existing law, no individual | 


CNR: a 


‘GAINS IN TOTAL 
ADVERTISING, AND 

IN DISPLAY, RETAIL, 
GENERAL, FINANCIAL, 
AND DEPARTMENT 
STORE ADVERTISING — 
THAT'S THE QUICK 


STORY OF THE PHILA- 


DELPHIA EVENING 
PUBLIC LEDGER'S 
FIRST SIX MONTHS 
UNDER THE NEW MAN- 
CEMENT HEADED BY 


OBERT CRESSWELL. 
ee EEE 


AUGUST ADVERTISING LINAGE IN FARM PAPERS 


Commercial Display 


Including Poultry and 


Livestock 


——1941—— 19 
Pages Lines Pages 

Monthilies 
American Poultry Jour 

nal 

Eastern Edition 10.1 ; 2 s 

Central Edition 5.5 2.348 5.6 

Western Edition 5.1 2,171 ‘ 

$In all Editions 4.7 2.024 4.0 

| *Better Fruit 12.4 4,988 7.0 

| Breeders Gazette 12.1 5,447 9.9 
California Citrograph 18.2 12.218 320 
Capper'’s Farmer 18.0 12,219 16.2 
*Carolina Co-Operator 5.7 sO 6.7 

Country Gentleman 2 16,009 2.8 
a*Electricity on The 

Farm 3 8.2 2,856 6.0 
Farm and Ranch 14.1 10,6389 13.1 
Farm Journal & 

Farmer's Wife - 26.4 10,901 23.1 
*Florida Grower Mag. 5.4 686 0 
*Hoosier Farmer 8.8 7 14.0 
*Idaho Granger oe 8,302 5.0 
*Kentucky Farmers 

tiome Journal 4.7 691 1 
*Michigan Farm News 1.8 699 2.2 
Nutional Livestock 

| Producer os 14 190 1.9 
Nation's Agriculture 1 2,289 1.0 
*New Jersey Farm & 

Garden 14.8 6,602 14.1 
*Ohio Farm Bureau 

News 10.9 #884 10.1 

|} Poultry Tribune 

Eastern Edition... 11.6 4.953 10.6 

Central Edition Sut 688 7 

Western Edition 7.3 3.143 6.8 

} Pacific Edition 7.9 +, 366 7.9 
§In all 4 Editions 6.9 2,975 9 
Progressive Farmer 

Carolina-Va. Edition. 2.8 9.343 13.2 

Georgia-Ala Edition 2 9,o80 12 

Kentucky-Tenn Ed'n 9,158 12.1 

Mississippi 8.559 11.7 


1 

1 

12 
Edition 11 

1 

1 

1 


Texas Edition 4 
§In all 5 Editions 0 7,562 9.9 
S$Average 5 Editions 2.9 9,37 13.2 
Southern Agriculturist 8.3 5,832 8.5 
Southern Planter 11.5 S046 7.8 
| Pucceastut Farming 25.2 11,346 24.0 
Total Group Ji4d,l4a4 
Monthlies—July 
American Fruit Grower 6.4 S60 
Arkansas Farmer 2.9 154 bt) 
Wyoming Stockman 
Farmer 44 S97 
Total Group 1911 
Semi-Monthlies—July 
*California Grange 
News 19.4 21,189 15.8 
Farmer-Stockman 10 7.755 7.9 
Hoard'’s Dairyman 14.8 10,794 11.4 
Missouri Farmer s.0 6.241 7.3 
|} Montana Farmer . 15.8 11,951 17.1 


Commercial Display 


Display Including Poultry and Display 
Advertising Livestock Advertising 
40 1941 1940 1941 1940 1941 1940 
Lines Lines Lines Pages Lines Pages Lines Lines Lines 
*Oregon Grange Bulletin 14.5 15.270 14.9% 15.946 15.270 15.94¢ 
Utah Farmer 68 5.169 1 SRR 061 S T96 
Western Farm Life 12.1 9.481 10.5 8,214 6,989 5.890 
hay +591 O78 
2 405 216 267 Total Group 87,8 s $3,070 639 
1.828 2.106 1.791 Bi-Weeklies 
1.704 1.987 1.667 | American Agriculturist, 12 9,259 ‘ ». 199 s.1 8.060 
» 915 4.988 2 915 Arizona Farmer 19 14.5 1s 1 ‘1 14.5 13.791 
4.47 , S73 8&4) California Cultiy 19 14.4 14 l 1 14 10.659 
13.761 12.218 13,76 Dakota Farmer 11.2 S,t 1 1 i 8.511 10,224 
11,001 12.198 10.977 | Farmer, The 
2 S28 2 880 ® §e8 | General Edition 12.7 + O14 ¢ 0 aGS5S , 10 
15,496 15.952 15,424 Local Edition 15.4 12,074 1 140 11,804 9.06 
Idaho Farmer 15.5 11,69 l ; ALIN 11.695 9.628 
1.688 ® She 1.688 | Indiana Farmer's Guide = 7.6 5,98 5.4 4.234 o62 4 4 
869 OS34 9.149 Kansas Farmer ’ 7,016 1 aso 6.472 ,ac 
Michigan Farmer 13.1 ; 4 10 s.04 8.402 O67 
1499 10,836 @ 28 Missouri Ruralist 7 a 362 4,899 4.957 
194 ERE ) Nebraska Farmer 10 7.44 12.1 S820 "40 8.6830 
6.200 »7 6.200 | $AVerage Four Editions 10.¢ 1 s.8 14 8.68 
446 8.20 446 | New England Home 
stead 10.4 8 ao 6,21 is: 
$03 On .¢ | Ohio Farmer 11 S84 11.¢ 4 S248 7.919 
4.400 699 4.466 Oregon Farmer 14.4 10, S¢ 1: 130 OS¢ 1207 
Pacific Rural Press 
1.264 Osea 1.208 Northern Edition 1 R25 i a7 ° ® 587 
1.780 89 1.780 Southern Editior ( 1,523 1.4 1.072 1,51¢ 1,07 
Both Editions ) 15,2) 18.7 14,126 14,011 13,76 
‘ ’ 644 146) Pennsylvania Farm 10.8 8.254 11 8.019 ? 0 906 
Prairie Farmer 
4.522 4.884 4.532 Ill. & Ind Editions +1 6.589 4 ‘ 1 ‘ + ‘ 1 
Rural New Yorker 9.8 ase 10. 8.345 6.085 ‘ 
4.637 1.279 M45 Wallaces’ Farmer 11 S741 32.3 8.51 S04 oo 
1304 7 194 ‘Washington Farmer l 11,58¢ 11.¢ 8.774 11,58¢ 8.7764 
2 920 Ox? 8 Wisconsin Agriculturist 7.5 5.85% 86 6.724 5 Sho 6 734 
5, 39 3,117 168 
10 Go’ 4173 Total (Gjroup 10.551 200,177 200,285 182.398 
W eeklies—luly 
® 854 31 8.819 *“Capper's Weekly i i 49 1.980 ous 
» Ogg 0564 »ou4) Dairymen's League 
S.780 9,142 8,780 News 69S t 20 is ' 
851 $529 &.499 *Washington Weekly 
9 10.124 9.262 Grange News 10 11.410 ; 10.416 w.514 “450 
7.187 7 54K 187 Weekly Kansas City 
914 4304 & “79 Star Missouri Edition s 9.38 4.3 10.617 S.O89 4.901 
416 5,832 vor a 
150 7 763 61 Total Group Ss 10 6.968 6.738 
10.777 11.272 10.701 Dailies—July 
*Chicago Daily Drovers 
197.856 O7.218 191.6 Journal ae { s 4 i" ” 0.024 1s 
*Kansas City Daily 
Drovers Telegran ] S ‘ S58 ' 0 
" 560 ! "Omaha Daily Journal 7" ; 
‘ 1154 ‘ Stockman “if 17v¢ ’ O.ST1 1 ee 1 
*St. Louis Daily Live 
, a ‘ Stock Reporter ( 8 ’ 11.906 149 19.94 
S50 8.719 gue Total Ch ' 
19 s 8.946 102.041 
°F ire furnished I ishe 
16,238 1.189 16,954 11940 format 1 page—1941 format page 
yao iD a ils S line pages 
S,<0% SE 111 ues 1941 es 1946 
' 6.21 iy ‘ su 1940-41 All other ‘ 10-41 
12,891 11,38 12,497 §Not included in total. 


the Senate bill calling for a quin- 
quennial census was acceptable to 
the Department of Commerce, and 
even an improvement over the sug- 
gested bill which accompanied Sec- 
retary Jones’ letters to Congress. 
|Rep. Moser’s proposals, which vary 
|considerably from census recom- 
mendations, are unacceptable and 
will be opposed at hearings. 


Would Make Answers Mandatory 


Mr. Capt pointed out that the bill 
passed by the Senate gives the 
Census Bureau the right to require 
returns to questionnaires sent out 
in connection with special surveys. 


Under existing law, information 
can be collected when necessary 
without awaiting the regular de- 


cennial census but no penalty is 


|provided for those who fail to co- | 


operate. If the Senate version be- 
comes law, compliance in these spe- 
cial studies will be mandatory and 
|not voluntary. 

| Mr. Capt added that individual 
|census returns will be disclosed only 
| for defense purposes, and the bureau 
itself would oppose any further ex- 
tension of this policy. Census re- 
turns have always been strictly 


|confidential, and the ban on dis- | 


| closure will be lifted only to meet 
|pressing defense needs. The bill 
| provides for penalties for non-de- 
fense use of confidential census 
data. 


‘Borden Names McNeilly 
Harry McNeilly has been named 
| manager of a new vitamin products 
|department of The Borden Com- 
pany, New York. He was formerly 
| vice-president of Scott & Bowne 
i\Vitamin Corporation, Bloomfield, 
|N. J. Under Mr. MeNeilly’s direc- 
‘tion, The Borden Company plans 
to manufacture certain vitamins, 
| particularly A and D, derived from 
/natural sources, for food and animal 
|feed fortification. 


Uses “V” Design 

Eaton Paper Corporation, Pitts- 
| field, Mass., has begun marketing a 
new stationery with an enormous 
“V" shadow-printed over the face 
of each individual sheet, and the 
|same motif carried on with an im- 
pression on the envelope flap. 


‘Open Radio Agency 

| Carroll Myers, Los Angeles radio 
columnist and Matthew Murray, 
former production manager of 
'KMPC, Beverly Hills, have opened 
|Radio Consolidated, radio produc- 
'tion agency, at 553 S. Western ave- 
nue, Los Angeles. 


Sizable Gains 
in Advertising 
in Farm Papers 


Chicago, Aug. 14.—Sizable in- Haloid Advances Salmon. «xe 


j|creases in advertising linage are 
| shown by farm papers for July and 
August, according to figures sup- 
,plied by Publishers’ Information 
Bureau this week. Farm monthlies, 
reporting for August, carried a 


| 


| 


| total of 214,144 lines of commercial | 


display advertising, compared with 


| 


197,856 lines last year, an increase | 


of 8.2 per cent. Monthlies reporting 
July linage carried 9,911 lines that 


month, compared with 7,850 last | 


|year, for an increase of 26.2 per 
cent. 


Semi - monthlies, also 


reporting | 


|for July, carried 87,850 lines, com- | 
|}pared with 77,857 last year, for an | 


increase of 12.8 per cent. 
lies carried 210,551 lines during the 
month, compared with 200,177 lines 
last year, for an increase of 5.2 per 
cent. Weekly linage in July was 
| 28,823, compared with 29,102 last 
| year, a decrease of 1 per cent. 

}ing the month in comparison with 
/195,285 lines the previous year, for 
‘an increase of 29.1 per cent. 


Start New Station 


Station WNAB, Bridgeport, Conn., | 


| will be 


| put in operation late this 


j}month by Harold and Levon 
|Thomas. Harold Thomas, operator 
|of station WBRY, Waterbury, Conn., 
| will continue there and Levon 
|Thomas will manage the new sta-| 
tion. Kenneth Thomas will be ad- 
vertising manager. No network af- 
filiation is planned. 


Peck Succeeds Guerin 

| James O. Peck, director of re- 
| search for McGraw-Hill Publishing 
Company, New York, will act 
assistant to the president, taking 
over many of the duties of the late 
Loyola Guerin. 


as 


Promotes H. R. Munshaw 


Reo Motors, Lansing, Mich., has | 
names H. R. Munshaw head of the 
coach division. He was previously 
associated with Kalamazoo Coaches 
|as president and general manager. | 


To Bresnick & Solomont | 


Joseph Blue, formerly treasurer 
of Advertising Management, Inc., 
has joined Bresnick & Solomont, 
Boston, as account executive. | 


Dailies carried 252,128 lines dur- | 


Bi-week- | 


| 


| 
| 
| 


Appoints Hart-Conway 

Columbia Banking and Loan As- 
sociation, Rochester, has named the 
Hart-Conway Company, Rochester, 
to direct its advertising. 


W. H. Salmon, since 1927 man- 


ager of the New York office of the | 


Haloid Company, Rochester, 
been named vice-president. 


has 


Uses Lifetime Theme 

The Humphrey Chevrolet Com- 
pany, Milwaukee, is now stressing 
lifetime guarantees for used cars 
bought from the company as long 
as the car is registered to the per- 
son who bought it from the com- 
pany. Glenn Humphrey, head of 
the agency, announced the guaran- 


tee as giving the used car buyer 
“the same assurance of satisfaction 
that the new car buyer has pre- 


viously enjoyed.” 


Stress Defense Aims 
Attention will be placed on the 

vital importance of efficient food 

distribution in the national defense 


effort at the annual convention of 
the National Food Distributor’s 


Association at Hotel Sherman, Chi- 
cago, Aug. 20-23. Another feature 
emphasized will be point-of-sale 
promotions. 


‘Names Charles Brown 


Charles E. Brown, formerly ac- 
count executive with Griffith-Sut- 
liff-Adams, Akron, has been named 
advertising manager of Denison 
Engineering Company, Columbus, O. 


When you use the 


MIDWEST 
FARM PAPERS 


. you get almost TWICE the farm cov- 


| 


of the average National farm paper in 
the Midwest, and farmers pay almost TWICE 
}as much per subscription. 


@ Prairie Farmer @ Nebraska Farmer 


@ Waliaces’ Farmer & towa Homestead 
| @ Wisconsin Agriculturist & Farmer 
j Farmer, St. Paul 


| a a a a a ee a a a aes 


10,000 TO GET 
AIRCRAFT JOBS 
IN AKRON 


roll. 


use the... 


New York, Philadelphia, Chicago, 


x & & & &e we we we we ke 


Goodyear Aircraft Corp. officials have announced 
that their huge new Akron Aviation plants will 
reach peak production by August 1942 with 
10,000 workers earning a $14,000,000-a-year pay 


Akron Defense Contracts Now 
Total 550 MILLION Dollars 


Industry is working all around the clock and huge 
pay rolls are flowing freely into retail channels. 


Place Akron at the top of your MUST list 


and remember, you get complete coverage 
of this rich market at one low cost when you 


AKRON BEACON JOURNAL 


Represented by: Story, Brooks §& 


‘inley 


Cleveland, Los Angeles, Atlanta 
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Medill to Survey 
“Goldsboro News-Argus” 


Readers of the News - Argus, 
Goldsboro, N. C., will be questioned 
about editorial and advertising mat- 
ter which they read in the news- 
paper in a survey to be made Aug. 
20 under the direction of the Medill 
School of Journalism, Northwestern 
University, Evanston, III. Prof. 
Charles L. Allen, assistant dean and 
director of research of Medill, will 
be in charge. 

This is the second of five South- 
ern newspapers selected for the 
survey, the first being the Mail and 
Independent at Anderson, S. C. 


Philco Poster for Defense 

Fifty thousand posters urging 
purchase of defense bonds and 
stamps have been ordered by the 
Philco Corporation for free dis- 
tribution to radio dealers. 


Leaves I. Miller 

Miriam Cooper, director of re- 
tail and wholesale advertising and 
publicity for I. Miller & Sons, New 
York, has resigned. 


PONTIAC 
TRADING 
AREA 


in the HEART of Michigan 
Defense Spending! 


$181,469,000 


in National Defense Orders -making 
Pontiac the largest. per capita, De 
fense Order Market in Michigan. 


INDUSTRIAL 
PAYROLLS 
$12,469,020 


First 6 months, 1939 


$17,025,419 


First 6 months, 1940 


$26,192,196 


First 6 months, 1941 


Place your advertising in The Daily 
Press get 87°> coverage in the mar 
ket where 7 out of 10 Press families 
of 140,000 people read NO OTHER 
daily newspaper. 


The Pontiac Daily Press 


PONTIAC, MICHIGAN 


‘achieved its 
| will be 


Push Saturday 
as ‘Manicure Day’ 
in Cutex Copy 


New York, Aug. 14.—With an eye 
on the millions of women who buy 
liquid nail polish and are potential 
customers for other means of beau- 
tifying their nails, Northam War- 
ren Corporation will launch a maga- 
zine campaign in September to 
boost the sales of supplementary 
manicure preparations. 

Since Saturday is the high spot 
of the week for women 
and also the most popular day for 
manicures, copy in half, and quar- 
ter-page sizes will promote a new 
theme, “Saturday is Manicure Day.” 
Cutex cuticle remover, a_ best-sel- 
ler in the field before liquid polish 
present importance, 
featured along with other 
preparations and implements such 
as cuticle oil, nail cream, orange- 
wood sticks and emery boards. 

To promote “suggestive selling” 
in Cutex outlets, the supplementary 
preparations will be placed on nail 


shoppers | 


| 
| 
| 


polish counters where traffic is 
heavy and counters and display 
cards will tie in with the new | 
theme. 


On the schedule for the campaign, 
to continue through December, 
Fawcett Women’s Group, Macfad- 
den Women’s Group and Modern 
Magazines. 


the agency. 


Curtiss Adds Grimm 


W. K. Grimm, for the past six 
years in charge of the Chicago of- 
fice of Ferry-Hanly Company, has 
joined Spencer W. Curtiss, Indian- 
apolis, as vice-president in charge 
of the Chicago office. The accounts 
of La Bour Company, Elkhart, Ind., 
and Perfex Corporation, Milwaukee, 
are now being handled by Curtiss; 
both accounts were formerly serv- 


iced by Ferry-Hanly Company. 


John Named Publisher 


Paul John, for the past six years 


| advertising manager of the Register, 


Purcell, Okla., has been named 
publisher of the Daily News and 
Times-Democrat, Sulphur, Okla. 


are | 


J. Walter Thompson is | 


| 
| 


Getting Personal 


Robert J. Chambers, McCann-Erickson a.e. in the Cleveland office, 
has been called to active duty as Lt. Commander, USN. James Watt, 
media department manager, will replace him. . . Lou S. Allard, Jr., 
a.m. of the Derrick, Drumright, Okla., has been named director for 
the National Youth Administration for the fourth congressional dis- 
ae 

Off to the Caribbean is Albert Greenfield, a.m. of Raygram Corpora- 
tion, New York, and noted travel photographer, with wife Helen 
Walter, children’s illustrator. . . 

Anybody looking for a 225-pound swordfish 
about Martha’s Vineyard can 
get info relative to same from 
Arthur Carwardine of McGraw- 
Hill’s Chicago office. . . Douglass 
Doolittle, pres., Salesvertising 
Associates, Chicago, will be in 
Wallingford, Conn., Aug. 21 and 
22, directing the convention of 
the National Association of the 
Doolittle Families of which he 
is president. . . 

Charles H. Shattuck, who left 
Chicago last week to become 
treasurer of Macfadden Publica- 
tions, with headquarters in New 
York, was the guest of honor at 
a luncheon Aug. 1, at which 
Lloyd Maxwell, Roche, Williams 
& Cunnyngham, was master of 
ceremonies. Otto R. Stadelman, 
Needham, Louis & Brorby, pre- 
sented Charlie with a desk water 
set on behalf of his Chicago 
friends and admirers. . . 

Keith J. Evans, a.m. of Inland 
Steel and Jos. T. Ryerson, has 
been carrying his right arm in 
a cast as a result of an operation 
for shoulder muscle adhesions. 
While explaining the painful ex- 
perience to friends, he usually 
agrees that it should improve 
his golf game... 

Eunice Wolf is back at her 
publicity desk in the Richard A. 
Foley Advertising Agency, Philadelphia, after a month’s leave of 
absence to recuperate from an illness. .. Shep Knapp, sales and pro- 
motion mgr., Gum, Inc., Philadelphia, and family are enjoying “Knap- 
Shak,” their new summer home on the ocean front at Spray Beach, 
a 


last seen cavorting 


THAT FINER ART 


K. H. Seidel, advertising manager of 
Oldetyme Distillers Corporation (top), 
and Walter Schwartz, vice-president of 


Peck Advertising Agency, are shown 
literally cooking up the current Three 
Feathers advertising campaign, which not 
only suggests that the man of the house 
whip up a Three Feathers cocktail before 
dinner, but that he cook the dinner too. 


Byron McGill, s.p.m., KDKA, Pittsburgh, was knocked cold at 
Washington, Pa., the other day while taking motion pictures of a 
baseball game when the catcher missed a throw from the second 


baseman and McGill caught it over the left eye. .. June Burn, a former 
advertising woman, is author of “Living High,’ described as an 
unconventional autobiography. . . Sheila Wharton Wilder, who has a 
ll-year-old brother, is the reason T. Neal Wilder, a.e., Ketchum, 
MacLeod & Grove, Pittsburgh, has been passing out cigars ever since 
Aug. 4... 

Henry H. Conland, publisher of the 177-year-old Hartford Courant, 
reviewed the publication’s history on the Aug. 9 “Freedom of the 
Press” program of the National Assn. of Manufacturers’ “Defense of 
America” series over NBC Red, as part of a program which also 
visited the plants of American Type Founders, Mergenthaler Linotype, 
and R. Hoe & Co... 

Frank Gannett, head of Gannett Newspapers, was host to Charles 
F. MacCahill, g.m., Clevcland News; Burrows Matthews, ed., Buffalo 
Courier-Express; Paul Bellamy, ed., Cleveland Plain Dealer, and 
Grove Patterson, ed., Toledo Blade, on a three-day Lake Ontario 
cruise on the Gannett vacht Widgeon. . . 

Lt. Jay L. Cannon, Jr., of the N. Y. office of Ayer, is notifying 
friends that he’s off to the army, using a postcard sketch headlined 

“Cannon Goes Off!” and 
picturing a soldier rid- 

MODERN INDUSTRY AT WORK ing a cannonball out of 

—_ : a cannon. His new ad- 
dress is Battery F, 13th 
coast artillery, Ft. Bar- 
rancas, Fla. Danny 
Shea, ad dept. Evening 
Herald, Manchester, 
Conn., spent his vaca- 
tion with the state 
guards at Camp Hurley, 
Niantic, Conn. . . 

Walter F. Milo, 
comml. mgr., WDRC, 
Hartford, is back at his 
desk after a two-week 
vacation. .. Ruth Wood, 
artist in the ad dept., 
Forbes & Wallace, 
Springfield, Mass.,_ is 
now Mrs. Everett Royal 
Spencer, Jr., following 
her recent marriage. . 

John M. Hurd, a. m., 
Frankfort, Ind., also is pres. and chief 


Alvah Wheeler, director of advertising for Modern 
Industry, does the heavy work while entertaining 
officers end directors of Eastern Industrial Adver- 


tisers at his farm near Malvern, Pa. Mrs. Wheeler 
gets the easier job of bringing out the ham. 


Ingram-Richardson Mfg. Co., 


engineer of the Wyoming & Western Railroad, his 275 - foot model 
railroad system which comprises seven locomotives, six Pullmans, 
five coal cars, 15 box cars, five refrigerator cars, one crane car, 


one stock car, two cabooses, an engine roundhouse, water tank, coal 
dock, lumber yard and bulk oil station, much of which Mr. Hurd 
made himself. . . 

Helen Martin, special publicity representative for the Missouri Pa- 
cific railroad and all-time annual convention chairman for the Women’s 
Advertising Club of St. Louis, has taken her first real vacation in five 
years, spending the first 10 days in the hospital following a slight 
throat operation. She is now recuperating at home. . . 

Having originated the poster stamp idea to aid the fund-raising 
campaign of the British American Ambulance Corps, Herman Jaffe, 
printer, has taken over the job of chairman of the BAAC’s poster 
stamp committee. .. 


|same period in 1940. 
|}include a ten per cent sales tax. 


August 18, 
Frank’s Gets Macy Line 

Frank’s, Burlington, Vt., noteg 
fair trade law opponent, has ac. 
quired the R. H. Macy lines of 
branded merchandise. The Ver. 
mont store announced the acquisi- 
tion with full-page copy in the 
Burlington Free Press and Tinies 
replete with such barbs as “Our 
answer to price-fixing manufactur- 
ers” and “Vitalis is price fixed in 
45 states at a much higher price. No 
retailer in 45 states may legally 
price this brand less than price set 
by mfgr. IN FREE VERMONT. 
Frank’s price is... ” 


‘Martin Named Manager 


Elmo Martin, former advertising 
staff member of the Daily News. 
Clinton, Okla., has been named ad- 
vertising manager of the Dail; 
Press, Woodward, Okla. . 


Conco Changes Name 
The Conco Press, Mendota, [I]. 


|has changed its company name to 
the Wayside Press, Inc. 


Personnel, 


plant, location and offices remain 


i'the same. 


‘Pa. Liquor Sales Rise 


Pennsylvania’s liquor monopoly 


/system reports sales of $50,025,235 


for the first 26 weeks ofthis year 
as compared to $46,348,463 for the 
Both figures 


[sn’t it about six months since 
that new group bought the Eve- 
ning Public Ledger?’’ 

‘Yes, it was in January.”’ 

‘*l wonder how they are do: 
ing.’’ 

‘‘T just got the figures; let’s 
look at them.”’ 


/ 

| 
“WHEW! They show six months gains 
in Total Advertising, Total Display 


Total Retail, Total General, Total Finan 
cial, Total Department Stores!"’ 

‘You can’t brush those off!”’ 

“T’ll say you can’t! Let’s look at th 
details. Thirteen sub-classifications 0 
Retail were up and Ten of General!” 

‘Look at this! Nineteen represent 
tive retail accounts gave the Evenins 
Public Ledger 198,624 more lines for the 
first half of 1941 than for the same pe 
riod of 1940!”’ 

‘Any big ones?’’ 

“Til say! Here are a few—Job 
Wanamaker, Gimbel’s, Philade!ph 
Electric, Blum, J. E. Caldwell, Res 
Shoes, Horn & Hardart Shops, Judse 
C. Burns—he’s General Electric there 
and— 


“HEY, LOOK! ‘For oY, consecutiv’ 
years the Evening Public Ledger has 
carried more Department Store Linas 
than any other daily or Sunday new 
paper in Philadelphia.’ 

"Department store people usu! 
know their newspapers! On their adv" 
tising for toilet goods and drugs 
Philadelphia, Department Stores pla 
52,063 lines in the Evening Pub! ic Leds 
in the first half of 1941—almost t™" 
as much as in the second paper © 
nearly as much as the other three par” 
combined.’’ 

"And their alcoholic beverade |" 
is up more than 15 percent.’ 

Say, that’s what I call register™ 
on the sunny side of the Ledger! . 

It's time NOW to Re-study Phila 
delphia. 


EVENING 
PUBLIC LEDGER 


ROBERT CRESSWELL, / «lish! 


PHILADELPHIA 
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Armstrong Cork 
Back to Network 
After 10 Years 


New York, Aug. 13.—Returning 
to network radio after ten years of 
spot broadcasting, Armstrong Cork 


Company will launch a dramatic 
program for its rugs and floor cov- 
erings Oct. 4 over more than 100 
stations of the Columbia Broadcast- 


While the format has 
not yet been set, the program will 
be aired Saturday from 12 to 
12:30 p.m. through Batten, Barton, 
Durstine & Osborn. 


Standard Brands Signs 


Standard Brands, Inc., will take 
I Love a Mystery,” currently 
taining program on the Blue 
ork of the National Broadcast- 
ing Company, beginning Oct. 6. The 
show will be broadcast in behalf 
of Fleischmann’s yeast over 60 
stations of the NBC Blue network 
Monday from 8 to 8:30 p.m. Ken- 
yon & Eckhardt is the agency. 


ing System. 


ove! 
a su 
netw 


Shirer for Sanka Coffee 

William L. Shirer, CBS foreign 
correspondent and author of “Ber- 
lin Diary,” will be heard in a 15- 
minute program of news analysis 
sponsored by General Foods Corpo- 
ration for Sanka coffee beginning 
Oct. 5. The journalist will broad- 
cast Sunday at 5:45 p.m. The num- 


ST PETERSBURG 


5000 WATTS 


620 KC - FULL TIME 


yo NEED 


and 


coverage in this rich West 
Central Florida market...why not 


get it? WSUN's signal, clear, strong, free 
trom interference, has been the estab- 
ished listening habit since 1927 on 620kc. 


WEED ano COMPANY 


NEW YORK + DETROIT - CHICAGO ~ SAN FRANCISCO 


'ber of CBS stations to carry the 
broadcast has not yet been decided. 
| Young & Rubicam is the agency. 
Hecker to Present Show 
Hecker Products Corporation will 
present “At Your Service” beginning 


Sept. 8 over six stations of the Mu- | 


tual Broadcasting System. The 
show will be heard Monday, Wed- 
nesday and Friday from 12:15 to 
| 12:30 p.m. through Leo Burnett 
Company. 


Expand Raleigh List 


Brown & Williamson Tobacco 
Corporation will add 56 stations, 
making a total of 110, to the cur- 
;rent line-up of NBC Red stations 
for “College Humor.” Heard Tues- 
day from 10:30 to 11 p.m., the pro- 
gram is aired in behalf of Raleigh 
cigarets through Russel M. Seeds 
Company. 


Johnson Renews Hap Hazard 


S. C. Johnson & Son, Racine, Wis., 
maker of Johnson’s wax, has re- 
newed the Hap Hazard program, 
starring Ransom Sherman, which 
was originally purchased as a sum- 
mer fill-in for Fibber McGee and 
Molly. This will give Johnson's 
Wax two air shows, Fibber McGee 


returning to the air Sept. 23 for his | 


Tuesday broadcast at 9:30 p.m., 
EDST, and Hap Hazard moves to a 
Wednesday spot at 7:30 p.m., EST, 
effective Oct. 15, both programs 
being on the NBC Red network. 
Needham, Louis and Brorby has the 
account. 


Mennen to Sponsor Program 


The Mennen Company, Newark, 
N. J., will sponsor Victor McLaglen 
j}and Edmund Lowe in “Capt. Flagg 
land Sgt. Quirt,” the two leading 
characters in “What Price Glory,” 
to promote Mennen shave products 
over about 90 stations of the Blue 
network of NBC from 7:30 to 8 
p. m., EST, beginning Sunday, Sept. 
28. Russell M. Seeds Company 
the agency. 


IS 


Janes Hanley Company 
Marks 65th Anniversary 


Institutional advertising being 
run by the James Hanley Company, 
| Boston ale brewer, in 55 New Eng- 
land newspapers to celebrate its 65 
years in business with the owner- 
ship always in one family. Radio 
cut-ins on 12 stations, sky trailers 
over New England resorts, race 
| tracks and baseball fields and point- 
of-sale displays also are being used 


Is 


A Morgan Dennis dog has been 
added to the company’s bulldog 
trademark. Harold Cabot & Co., 


| Boston, has the account. 


Has Account 20 Years 

The Bulova Watch Company, 
New York, and its agency, the Biow 
Company, New York, will mark a 
20-year business relationship Sept. 1. 


\ 
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New Audience of 
Night Workers 
Studied by WOR 


New York, Aug. 13.—Defense ac- 
| tivities have created a new all-night 
| radio audience, according to “A Tale 
‘of Four Cities,” a sury ey released 
| this week by Station WOR. Pre- 
pared by Joseph Creamer, director 
of sales promotion, the survey cov- 
ered night workers in New York, 
Dover, N. J., Bridgeport, Conn., and 
Bethlehem, Pa. 

Eighty-nine per cent of all indus- 
trial and non-industrial night work- 


found to be available as a radio 
audience between 2 and 6 a.m., 
with figures for the other three 


cities approximately the same. Sub- 
stantial increases in were 
reported by 66 per 452 
workers. 

A survey of 840 cars used by night 
workers showed that 55 per 
were equipped with radios and all 
carried from three to five occu- 
pants to and from work. With re- 
gard to ages, 37 per cent of workers 
in the four cities were under 25, 18 
per cent were between 26 and 30, 25 
per cent between 31 and 40, and 20 
per cent over 40. 

Checking listening 


salaries 
cent of 


habits, WOR 


ers interviewed in New York were | 


cent | 


discovered that 43 per cent of the 
| workers listen at home after work, 
| 36 per cent listen in their automo- 
|biles on their way to and from 
| work, 14 per cent listen at work, 
| and eight per cent in restaurants. 


71 Withdra 
Guarantees Under 
Wool Label Act 


Washington, D. C., Aug. 15.—The 
|Federal Trade Commission an- 
nounced today that over 1,800 
;manufacturers and distributors of 


woolen products have tiled continu- 
Ing guarantees with FTC under the 


Wool Products Labeling Act, but 
that 71 concerns which had _ filed 
guarantees have taken steps to 
withdraw them. 


The Wool Products Labeling Act 
provides that manufacturers or dis- 
tributors of woolen goods may file 
documents with FTC guaranteeing 
that their products will be correctly 
labeled as to fiber content and other 
information required. Retailers who 
rely in good faith upon such guar- 
antees are protected from certain 
liability in the event labels 
false. 

FTC made public the names of 
the 71 concerns which have with- 
drawn guarantee documents in order 


are | 


that purchasers “may not be under 
a misapprehension respecting the 
fact that although documents in the 
nature of a continuing guarantee 
had been filed, ... steps were sub- 
sequently taken by them to with- 
draw such guarantees.”” No nation- 
ally known companies are included 
in the list of withdrawals. 


Financial Auvestiooss 
at Cleveland Sept. 8-11 


The Financial Advertisers Asso- 
ciation, which will hold its annual 
convention in Cleveland Sept. 8-11, 
will have for its theme “Banking— 
Keeping in Step with Changing 
Conditions.” Victor Cullen, St. 
Louis, will be general chairman. 

Morning school sessions will be 
directed by Dr. Henry Miller Busch, 
head of the division of social sci- 
ences, Cleveland College of Western 
Reserve University. Departmental 
sessions will be held in the after- 
noon. Robert J. Izant, Cleveland, 
who will conclude his year as asso- 
ciation president at the convention, 


will be succeeded by Mr. Cullen, 
now first vice-president. 
CBS Sells Affiliates 

Columbia Broadcasting System 


stockholders have approved the 
sale of Columbia Concerts Corpora- 


tion to the corporation’s manage- 
ment and of Columbia Artists, 
Inc., to the Music Corporation of 


America, 
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essir, there are more than one billion“ fish” ..... 
dollars to you..... . floating about in the Memphis 


IF YOU'RE 
FISHING FOR 
SALES, THE 


HAS AN 
EFFECTIVE 
BUYING 
OF 


- 


MEMPHIS MARKET 


INCOME 


market. 


That's the extent of the whole- 
sale trade volume in Memphis and the 
Mid South. And that’s happy sales 
hunting grounds in any man’s league. 


That, coupled with the fact that more 
than $80,000,000 are being spent on de- 
fense projects in and around Memphis 


assures you of one of the richest mar- 


$776,329,000.00 
\\THAT'S SOME 
FISHING! ) 
kets in the entire country .... waiting for your mes- 


sage over WMC, the pioneer radio station of the Mid 
South. How about baiting your line now? 


(— 5,000 WATTS DAY 


1,000 WATTS NIGHT 


THE 


WMC—MEMPHIS 


Ne ae ROCK 


* 
Owned and Operated by 


. / ; e MEMPHIS, TENN. 
* 


Represented Nationally by THE BRANHAM CO. 


THE COMMERCIAL APPEAL 
* 


MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
WJDX—JACKSON, MISS. KWKH-KTBS—SHREVEPORT 


WSMB—NEW ORLEANS ery 


NBC RED 
NETWORK 


MARKET 
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Phoenix Promotes 
Lisle Hosiery 
fo Replace Silk 


(Continued from Page 1) 
tion, du Pont took 800-line space 
in newspapers to announce that it 
was offering 250,000 pounds of rayon 
yarn to hosiery manufacturers for 


August distribution “in compliance | 


with the order of August 4, 1941, 
issued by Leon A. Henderson, ad- 
ministrator of OPACS.” 


“This list comprises those yarns | 


of our manufacture designated by 
the hosiery manufacturers 
isfactory at present,” said the copy, 


continuing with the further an- 
nouncement that “no orders re- 
ceived after Aug. 18 will be 


acknowledged. The du Pont Com- 
pany will make every effort to dis- 
tribute this yarn on an equitable 


basis, but can assume no responsi- | 


bility for inability to fill all or part 
of each order. Shipments will be 
made against all orders accepted 
during the month of August or as 
soon thereafter as possible.” 

The 800-line copy appeared in 
newspapers of six leading hosiery 
manufacturing centers Chicago, 
New York, Chattanooga, Philadel- 
phia, and Greensboro and Charlotte, 
N.C. It was placed by Batten, Bar- 
ton, Durstine & Osborn. 


Cotton May Be Used 
Meanwhile, a government experi- 
mental laboratory established in 


as sat- | 


bewge back as soon as preparations 


announces a new 
guaranteed circulation of 


2,250,000 


at no increase 
in rates 


|Maryland three years ago by Con- | 
gress to find new uses for cotton re- | 
|vealed that it has developed some 
150 styles of hosiery, ranging from 
cobweb mesh to service weights, 
which can be manufactured at ap- 
proximately the same price as silk | 
hosiery. Hosiery made of cotton | 
will have the advantage of being 
more serviceable, says the labora- 
tory. 

Some of these cotton designs al- 
ready are being manufactured com- 
mercially and the Department of 
Agriculture is authority for the 
statement that 85 per cent of the 
country’s hosiery machines can be 
jadapted to these manufacturing 
processes. 

The Industrial Rayon Corpora- 
|tion also is doing considerable re- 
search work in cooperation with 
|hosiery makers. The fact that vis- 
|cose rayon, the only kind useful for 
|making hosiery, is about half as 
elastic as silk, may be largely over- 
|}come as a result of new develop- 
|}ments, according to Hiram S. Rivitz, 
|president of Industrial Rayon. 
| Gotham Silk Hosiery Company, 
| Philadelphia, already has turned out 
ja sample lot of lisle stockings in 
lits knitting mill. Other manufac- 
|turers also are preparing to bring 
/out lines of silk substitutes. Thou- 
sands of employes have been laid 
|off by mills during the changevoer, 
|but it is expected that they will be 


| 


for the use of synthetic yarns have 


been completed. 


Poster Panels Unaffected 
by Oklahoma Ruling 


The prohibition against highway 
| signs on the rights of way of high- 
| ways under the control of the Okla- 
|homa Highway Commission, re- 
|ported in the Aug. 11 issue of 
| ADVERTISING AGE, does not affect 
normal poster panels located along | 
|the highway on private property 
off the right of way. 

The order for removal of signs 
was directed only at six companies 
which had contracts with the high- 
way department for the erection of 
j}small signs on the right of way. 
| Poster panels and other signs located 
}on private property are in no way 
| affected. 
| 


| 
| 
| 
{ 
| 
| 


Ford Finals This Week 

Boy and girl driving champions 
of 48 states and the District of 
Columbia, will compete in Dearborn, 


Mich., Aug. 22-23 in the national 
finals of the Ford Good Drivers 
|League. Winners will be awarded 


|} $25,000 in university scholarships 
|by Edsel Ford, president of Ford 
Motor Company. 


Berriman Advanced 
William Berriman, account execu- 
|tive at New York Subways Adver- 
'tising Company, New York, has 
| been named assistant to the presi- 


ar iC K UF: 


quickly 


Dr Pepper 


. . 
chooses Columbia Transcriptions 
ivi the 
WEW YORK When you're giving your — - 
799 Seventh Avenv® ck” support of a sparkling radio s ow, | 
ici but regional markets make it impractical to 
: broadcast direct—you want transcriptions 
poenn ave. that don’t lose any vitality or punch. ge 
rer ‘000 why so many great companies like Dr. 
Pepper, and its radio-wise agency, Benton 
ss : . . 
& Bowles, Inc., are turning to Columbia for | 
ywooD : ; 5” | 
cent Goneies Street ultra-high-quality transcriptions | 
Granite 4134 
a 


-_ | 
TRANSCRIPTIONS 


Made by The Columbia Recording Corporation. 
A Service of The Columbia Broadcasting System. 


| compared 


|showed an 
lover July of last year. 
|for the 
lines, and for the same month last 


Women’s Mags 
Show 10% Gain in 
August Linage 


Chicago, Aug. 14. — Women’s 
magazines paced the magazine field 
in linage gains during August with 
an increase of almost 10 per cent 
over last year, an analysis of figures 
supplied by Publishers’ Information 
Bureau indicates. 

During the month these publica- 
tions carried a total of 595,041 lines, 
with 541,636 last year, 
for an increase of 9.9 per cent. 
General magazine advertising linage 
during August totaled 362,558 lines, 
compared with 365,280 lines last 
year, a decrease of 0.7 per cent. 

The standard magazine total was 
9,529 lines, up 2.9 per cent from 
last year’s 9,259 lines, while out- 
door papers carried 48,001 lines, 
down 4.8 per cent from last year’s 
50,428 lines. Mail order paper 
carried 3,983 lines, compared with 
3,405 last year, an increase of 17 
per cent. 

Weeklies, reporting July linage, | 
increase of 2.7 per cent 

Their total 
was 717,276 


1941 month 


year 698,372 lines. 


Offers Save-Gas Plan 


John W. Haigis, president of the 
Pioneer Valley Association, Green- 


field, Mass., promoter of tourist 
travel to 70 cities and towns in 
Western Massachusetts, has sug- 


gested to Harold L. Ickes, Secretary 
of the Interior and petroleum coor- 
dinator, that companies on a five- 


|day week go on a six-day week in 


October, saving gasoline normally 
used on weekend trips and allowing 
employes to take a four-day vaca- 
tion later to fall foliage centers in 
New England, New York and Penn- 


| syivania. 


Joins Champion 

Robert C. Von Maur, for several 
years a paper salesman in the Chi- 
cago area, has joined the St. Louis 
office of Champion Paper and Fibre 
Company, Hamilton, O. 


Schick Promotes 


Special Offer 


in 14 Markets 


Bridgeport, Conn., Aug. 14.— 
Using localized copy in 14 cities, 
Magazine Repeating Razor Company 
this week launched a _ series of 
three-week “special offer” cam- 
paigns in 19 newspapers covering 
five states. Insertions, of 500 and 
700-line size, offer a Schick injec- 
tor razor with eight Schick blades, 


ordinarily selling at a_ dollar, 
for 69c. 

Copy reads “special offer to 
men of ... ,” with the name of 


the city inserted, and appears once 
and twice weekly during the three- 
week period. Eight of the cities 
are in New York, three in California, 


and one each in Connecticut, Penn- | 


sylvania and Texas. A similar offer 
was made last year at a _ higher 
price. 
the agency. 


RESPONSIBLE 
selling ...to a 
RESPONSE-ABLE 
audience in the 
central southwest 


KWKH 


- SHREVEPORT 
LOUISIANA | 


50,000 WATTS 
a oe 
Represented by The Branham Company 


J. M. Mathes, New York, is | 


Augu 
— beth 
AUGUST ADVERTISING LINAGE IN NATIONAL MAGAZINES 

——1941——.. -———_1940-—__, ———1941 —1940-— 
Pages Lines Pages Lines Pages Lines Pages Lines 
GENERAL | Romantic Story (F) , 17.1 7,163 20.5 615 
*Ace Fiction Group 4.2 1,843 7.9 1,776 | Secreenland (S) 18.0 7,728 15.5 644 
American 24.9 10,678 39.8 17,085 | Screen Life (F) .. cw BRS 8,950 23.9 02 
}*American Forest 8.6 3,640 10.3 4,326 | Screen Romances (M M) 21.5 9,224 23.0 348 
|} American Home 18.5 11,669 29.5 18,637 | Silver Sereen (S) ‘ ; 18.0 7,728 15.4 594 
American Legion 6.9 2,974 5.5 2356 | True Confessions (F) . oe a8 9,479 27.1 G: 
|} Arts & Decorat True Experiences (Mac) . Bo. 10,748 24.4 16: 
(Combined with Spur) 11.9 7,529 12.1 7,675 | True Love & Romance (Mac) 23.7 10,168 23.6 1: 
Asia j 2.5 1,083 1.0 $30 |) True Romances 25.0 10,702 26.5 7: 
Better Homes & Gard 27.4 17,339 21.1 123,344 | True Story 29.2 37.6 9: 

*Big Seven Group 7 1,652 6.8 1,550 | Vogue ......... -118.3 106.6 67,349 4 
toys’ Life 8.3 5.641 9.0 6,112} Woman's Day ‘ we . 17.6 21.0 1 } 
Child Life . 28 1,214 +1 1.343) Woman's Home Companion. 31.8 31.3 299 - 
Christian Herald 13.3 5,721 13.2 5,648 | You ...... . 12.1 . == 
Columbia 1.5 1,025 3.0 2,044 *Your Charm 9.3 8.0 9 hi 
Cosmopolitan 17.0 20,169 52.5 22,499 — —_—————— _ ~ { 
Country Life .. 19.8 13,272 18.7 12,558 Total Group ......> : - «+e 595,041 ooce 841.600 “Rep-e 
Daring Detective . 3.7 1,567 4.1 1,733 STANDARD MAGAZINES cash w 
*Dell Detective 5.8 2,078 6.1 2637 American Mercury ‘ 7.8 1,416 10.6 O78 l 
Elks 3.0 1,273 2.4 1,048 | Atlantic Monthly 12.3 2,926 11.0 615 $4.75 pb 

Esquire (N. Y. Metro. Ed.) eres ae tp a Harpers Magazine 21.8 5,187 19.2 56 
Esquire (National) 18.1 12,137 26.6 17,872 — — = _ 
*Extension - 6.6 4,581 6.1 4,239 Total Group 9,529 9 
Film Fun - 4.2 1,795 1.6 1.974 OUTDOOR 
Fortune 3 ; 82.1 DLRR6 9.5 37,604 | American Rifleman 26.4 11,336 25.2 xi 
Front Page Detective 57 2.453 6.0 2590) Field & Stream 20.1 8,638 20.2 657 wee 
House & Garden 14.5 9,172 16.5 10,405 | Fur-Fish-Game 15.6 6,670 14.4 1h ing Ch 
*Improvement Era ... . 15.5 6,605 15.3 6,592 | Hunting & Fishing 6.8 2,900 7.4 lf 1 
Mechanix Illustrated 25.3 5,668 23.1 5,169 | National Sportsman 7.6 8,275 9.7 168 
*Motor Boating oe [eer 20,898 53.0 22.842) Outdoor Life 17.7 7,582 18.7 Ole 
National Geographic 17.1 4,074 17.7 4,210 | Outdoorsman 7.5 3,205 7.3 14 
Nation’s Business 15.0 15,032 38.5 16,515 | Sports Afield 10.2 1,395 14.7 71) 
*Nature Magazine 6.7 2,863 1.0 1,728 — — 
Physical Culture nae 3,323 7.5 3,213 Total Group 48,001 ven 424 9 
Popular Mechanics ‘ 56.9 12.754 a0.8 11.370 MAIL ORDER 
*Popular Publications 13.0 2,912 12.4 2.784 | Comfort Vereen 23 2,154 2.7 8} 
Popular Science , : 42.1 9.433 30.6 8.859 | Mother's Home Life 2.4 1,329 2.3 54 
tedbook 32.7 14,017 $0.5 17,388 ne antiuial a 
*Rotarian ‘ss ee 5.6 2,409 2.4 1,045 Total Group 3.983 :. rT . 
Scientific American .... 9 3 3,961 11.3 +. 859 JULY WEEKLIES ; ' 
i riapednatas al Ngee ‘ ae 3.80% rg t.5at *American Weekly 19.8 37,699 17.8 N5f a. . 
a os 3 1,862) Rusiness Week 129.6 55,589 101.9 70 agg 
Sunset... , se 21.2 #123 15.0 6 170 Collier's 123.3 83.857 102.8 69:9] wit " 
The Thrilling Group 16.3 3,659 18.1 ‘ 065 Cue sab ane 39.7 17,036 10.6 40 fidenc« 
ee Sees 34.40 16,415 (SES 18 eet | Family Circle 68.5 29,404 51.9 22,248 about tl 
Travel ve ‘ 3 ‘ 2,124 3 7 2 42 Forbes 20.2 8.644 19.0 lf 
del cael eee RP ae oo A eae 10.1 7,773 «11.2 (11,672 
Yachting 14.6 0 28,322 14.5 0 28,203) 7 iberty 53.2 22,806 66.1 
oe ae a x Life 147.1 99,991 184.0 125,134 
Total Group ...... 363,558 65,280 | ebook 32.1 21,793 25.8 534 
WOREN'S BAGASINES ..| Movie & Radio Guide 11.5 0©= «7,784 5 447 
Glamour ...cccecees 8.1 5 1,071 | -wewsweek 5 | 40.797 94.0 ; - 
Seon. eenoneene = bes 29.029) New Yorker 105.7 45,3230 106.7 Tf M.... 
ee + nee a CO.5 98,587 | Pie 2.1 1,404 2.3 4 young a 
eee +: 58.2 4 344) Saturday Evening Post 171.8 116,836 167.4 113.8 an sell 
Hollywood (F) =3.8 22.4 4.602 | Phis Week 24.8 25,558 23.3 ; outside 
Household p 12.6 11.4 1.004 xTime 171.7 73.655 180.2 24 nity M 
Ladies’ Home Journal 44.7 39.6 26,952 | trnited States News $0.7 21.320 22 4) 14 Box 3431 
Mademoiselle 246.3 213.5 91,57 Meee iN — 
McCall's : 10.0 12.4 28,802 Total Group 717.276 , 2 — 
Modern Romances (M M) 18.0 24.1 10,317 ine a 
Modern Screen (M M) 23.2 25.3 10,846 nel. sal 
| Motion Picture (F) 22.8 o, 24.0 10,085 *Ficures provided by publisher. rect. ma’ 
Movie Story (F) 22.3 8 355 25.3 10,618 13 Issues both years hitting | 
Parents’ ON. Y. Metro, Ed.) 37.1 15,820 35.4 5,1 x5 Issues 1940—all others 4 issues both years except get adm 
Parents’ (National) 34.3 14,720 24 13,908 | Forbes and Pic. 2. ms 
Photoplay & Movie Mirror Group designations: M M—-Modern Magazines Ma Shy peri . 
(Mace) ‘ 30.7 13,182 23.8 10,216 | Macfadden Women's Group F—Fawcett Women’s Grou x 44 vi 
Radio Mirror (Mae).. 22.3 9,560 20.0 8,573 ' S—Screenland Unit. > 
————— p-fligt 


s availatle 
Adds Manning record 
| Farley <A. Manning, formerly 
business manager of the Daily News Box 343 


| Athol, Mass., will become genera 
manager of the News, Southbridge 
Mass., Sept. 1. for 


Hickerson Moves 

J. M. Hickerson, New York, has 
moved to larger quarters in_ the 
same building at 110 E. 42nd street 
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Market 


he rates for this department are as follows: 
felp Wanted,” “Positions Wanted,” “Representatives Wanted,” 


Edwin I. Kiest, 
Dallas Publisher, 
Dies at 79 


Dallas, Tex., Aug. 11. — Edwin J. 
|Kiest, who began his newspaper 
/career as a newsboy on the streets 
|of Chicago, died here today. The 
| 79-year-old publisher of the Dallas 
| Daily Times-Herald had been ill for 
several months, but had visited his 
newspaper daily, and was at his 


ana | desk Thursday before going to the |of motor vehicle lights and light 


Shrimp Canners Plan 
Fall Campaign 

With domestic consumption of 
/canned shrimp during the past year 
at the highest level it has ever 
: i reached, Shrimp Canners National 

Detroit, Aug. 12.—Guide Lamp | advertising Association will run a 
field representatives have already | full page in color in the Sept. 7 
moved to put the 1941-42 merchan-/| issue of The American Weekly, to 
dising program under way with) be followed by black and white 


Dealer Aids Play 
Large Part in ‘42 
Guide Lamp Plans 


ample time allowed for dealers to| insertions throughout the fall and 
tie in with national safe driving winter. ' 
campaigns. The United Motors When organized last year, the 


association was confronted with a 


subsidiary, the largest manufacturer large surplus of canned shrimp and 


: , a weak domestic market. Today 
“Rep -esentatives Available,” 30 cents a line, minimum charge $1. Terms | hospital Saturday. He was a char- accessories, is furnishing at a min- | the packers’ supplies are com- 
- fg ey (single insertion rates): % in., $2.75; 1 to 3 in. ter member of the Associated Press. |imum cost the equipment and ma- pletely exhausted and domestic 
$4.75 per_inch. . : ; Mr. Kiest came to Texas as man- |terial for servicing cars and trucks.|demand strong. Fitzgerald Adver- 


HELP WANTED POSITIONS WANTED 


Advertising Representative 


| 


25 years successful experience. Have 
— > performed miracles on own publica- 

» 7 
= OPE et ie a a ow tion the past ten years. Scope too 
with = ng e Saaeneianie an om. limited. See handwriting. Will cease 
ing Chicago photo-engraving company.| and desist if high grade trade paper 
. i a = with our political complex needs a 
1 as = wel emer” ae good representative in New York ter- 
ma rm ele with > a ritory. Sell editorial content rather 
gt green ™® poe MR ona than peddle space. Know executives 
atte —— . 8 “!and agency personnel. Age 56. Have 
iality basis. new car. $4,000 plus bonus plus ex- 

penses. 

>—ror a clean cut, aggressive | Box 3438, ADVERTISING AGE, Chgo 
p ung man, with two or three | *At Last! Brilliant Copywriting. . 


on free lance basis Smaller agencies 
& manufacturers, hire this ace writer! 
Reasonable! Space, direct mail, pro- 
motion Leading agency experience 
Write now for details! 

Box 3424, ADVERTISING AGE, N. 


irs well rounded experience in 

advertising agency produc- 

yn office, and who has a strong 
iesire to sell. 


Yy 


If you fit either of these specifications | ————————_| — ———— 
and are seeking a large opportunity, | ADV. OFFICE OR STUDIO FOR RENT! 
write giving full details about your-| Ideal for agency, studio or group of 
self \ll replies held in strictest con-| free lance artists. Four private of- 
fidenc: Our own organization knows | fices, large outer office, and stock 
about this advertisement. room. Master corner office has 6 large 
windows overlooking Michigan Ave- 

, nue. Venetian blinds installed. Avail- 

ADV ERTISING AGE able Oct. Ist. Rent $90, See Van 

BOX 3437 Duzer, 605 N. Michigan Ave., Room 320 

CHICAGO, ILL. — —— 


ae BUSINESS SERVICE 


} Mr. Sales Manager! 
Salesman & Copywriter Wanted _ | Let me show you how to help your 
Advertising agency has opening for |Salesmen produce more through a 
youns all-around man. To man w ho | Personalized house-organ You serve 
an sell and write copy, small agency | 25 editor I do the work, Edward 


Edelstein, 201 N. Wells St. Dea. 8: 


outside Chicago offers good opportu- 

nits Modest salary. 

Box 3436, ADVERTISING AGE, Chgo 
POSITIONS WANTED 


“ADVERTISING MANAGER _ 


CO MESCELLANEOUS ; 
A GOOD GADGET LETTER will keep 
your letters on top of the desk with 
some chance of doing business. 


Thoro experience in sales promotion, | Wastebasket letters cannot talk 

nel. sales portfolios, campaigns, di- Write for illustrated circular. 

rect mail, catalogs. Produces hard- | A. Mitchell, R. 215, 326 N. Michigan 

hitting layout and copy. Knows bud. | . eo _ Ave. Cho. — 

get administration, publication rela- “Krom-a-Tone” Post Cards 

tions College egrad., plus special| Newest, most economical method of 

training, plus 9 yrs, exper. Now empl. | displaying any product Samples and 
0 month |} prices on request Graphic Arts, 


_ ADVERTISING AGE, Chgo 


Salary $40 
Box 3439 4 Hamilton, Ohio. 
Tough Sales Job Wanted | 


WORLD FAMOUS FIRMS USE 


Top-flight sales and adv. executive | Bairdset ads for 30 years It Pays. 

available account war conditions. Fine | Day and night service, clean proofs, 

record selling national mfrs. East| fast, quality production, save your 

nd Mid-West 6 yrs. sales, 10 yrs | time Ads pull 25% better 

agency acct, exec, B. S. degree. | BAIRD, adsetters, IS KE. Kinzie 

Box 3432. ADVERTISING AGE, Chgo. WHI, 4347 Cheo. 

for Magazines for Shulton 

Shulton, Inc., New York, has 


INTENSIVE 


scheduled 19 magazines in its full 


advertising campaign for Early 
C 0 V E R A G E American Old Spice and Friend- 
ship’s Garden toiletries. The Old 


of the 


SOUTH’S 7th CITY 


among the 100,000 or 
more group for per capita 


Spice line has been increased with 
the addition of a new face powder, 
to be known as Early American Old 
Spice face powder. Wesley Asso- 
ciates, New York, directs the ac- 
count. 


Stresses Star Appeal 

Royal Crown Bottling Company, 
Newark, is using a series of Holly- 
wood advertisements in a northern 
New Jersey campaign in behalf of 
Royal Crown Cola. Copy tells how 
50 famous stars selected the product 
in recent taste trials. 


effective buying income 


KTBS 


_ABP Presents Talk 
SH R EV E PO RT | The education committee of Asso- 
will present an_ illustrated talk 
entitled “Advertising Is Like Edit- 
1000 WATTS * NBC © ins") rertis' 
journalism in colleges throughout 
NE BRANHAM CO. — REPRESENTATIVES the country during the fall. 


LO T | S " A N A ciated Business Papers, New York, 
ing’ to classes of advertising and 
re 


ee 


Advertising Executives 
| Who buy Engrarings 


— 


’ 


Here is the cooperation you have long sought. 
Twe 


ty years of experience with production, art requirements, 


Sngrivings as well as printing. Will guarantee to make your 
‘eMper go down, and your tempo go up, and with not an 
*xtra penny added to your engraving cost. 

A tel 


‘phone call will entail no obligation. 


’ e Si 
Ed. K PAMECKR Wickersham 2-8294 
305 East 47¢h Street, New York, N.Y. 


NOT A FREE LANCE—NOT A MIDDLE-MAN 


ager for Western Newspaper Union 
and bought the then moribund 
Times-Herald on a_ shoestring in 
1896. As the paper grew in promi- 
nence, he was frequently § ap- 
proached with offers to enter poli- 
| tics, to run for mayor of Dallas and 
governor of Texas, and refused, 
saying “I am a newspaperman.” 

| Next to the Times-Herald in his 
affections was Texas A. & M. Col- 


|lege, and he was a director at his | 


death. Mr. Kiest had received hon- 
orary LL.D. degrees from Texas A. 
& M. and Southern Methodist Uni- 
|versity. He was quick to pioneer 
| in the radio field in the Southwest, 
and owned station KRLD, CBS out- 
\let in Dallas. 


| 


DAVID H. LIGHT 


| Pittsburgh, Aug. 12.—David 


musical and theatrical publications, 
died yesterday after a short illness. 
He founded Musical Forecast 20 
years ago and had been publisher 
and editor of the Forecast and This 
| Week in Pittsburgh, a civic weekly, 
and was owner and manager of the 
Amusement Publishing Company 
|which printed virtually all major 
concert programs in Pittsburgh. He 
| was advertising manager for nu- 
|merous art and musical groups in 
| Pittsburgh, including the Pittsburgh 
'Symphony Society and Pittsburgh 
Playhouse. 

| 


‘DAVID F. DICKSON 


| Pittsburgh, Aug. 11.—David F. 
| Dickson, 59, auditor and office man- 


ager of station KDKA, Pittsburgh, | 


|since 1929, died Aug. 5 following a 
|brief illness. Mr. Dickson was a 
| pioneer in the sales and business 
|division of radio in Pittsburgh, and 
had been connected with Westing- 
house Electric & Mfg. Company 
jsince 1924. 


M. J. TENNES, SR. 

Chicago, Aug. 11.—M. J. Tennes, 
|Sr., chairman of the board 
rectors of Shafer Bearing Corpora- 
tion, and father of three sons, all 
| of whom are officers or directors of 
| the corporation, is dead. 


FLOYD PARSONS 

New York, Aug. 12.—Floyd Wil- 
lliam Parsons, vice-president of 
| Robbins Publishing Company, died 
| here last weekend. He was 61 years 
| old. Mr. Parsons, who had been 
|with the company 21 years, was 
,editor of Gas Age and Industrial 


| 


‘on at the time of his death. 


GEORGE M. HASKINS 

| Hyannis, Mass., Aug. 11.—George 
| Melville Haskins, 63, publisher of 
\'the Barnstable Patriot, Hyannis Pa- 
triot, Chatham Monitor and the 
Cape Cod Item and Bee, died Aug. 


19 at his home here following a long | 


illness. 


WILLIAM V. JONES 

Utica, N. Y., Aug. 11.—William V. 
Jones, 75, former president and 
business manager of the Utica Daily 
Press, who retired in 1936 after 53 
years with the paper, died Aug. 9. 


WILLIAM G. BROOKSBANK 
East Orange, N. J., Aug. 12. 
William George Brooksbank, presi- 
dent and founder of Brooks Adver- 
tising Art Service, Newark, died 


here yesterday at the age of 36 after | 
He was | 
a member of the New Jersey Adver- | 


an illness of two months. 


tisers League and the National 


Industrial Advertisers 


H. | 
-|Light, 48, publisher of Pittsburgh 


of di- | 


Association. | 


| Prominent in its merchandising 
| program is extensive dealer aid and 


tising Agency, New Orleans, handles 
the account. R. R. Rice, Aransas 


, : . Inco 2x ic nresi aceon 
point-of-sale material, including oe Tex., is president of the asso 
: , ne yn. 
auxiliary lamp display, lens and ania 
| . 
jsealed beam unit display, cloth 


Establishes Own Office 
Bertram A. Morency, formerly 
jadvertising manager for several 
|department stores in New England, 
has established an advertising of- 
fice with Stentor Advertising Com- 


| pennants, metal display signs, mail- 
jing cards, book matches, movie 
ltrailer and other merchandising 
material. The new catalog pro- 
\vides a quick reference to equip- 
| ment for all types of vehicles. . |pany, 49 Pearl street, Hartford, 
Several new products make their Conn. 

bow in this year’s Guide Lamp | 

promotion, including the fog lamp 
| with two lenses which combines the 
advantage of the amber fog light 
land the clear beam for ordinary 
driving; the master fog lamp with 
the same lens arrangement; five 
new custom brackets designed to 
match the design of new model | 
automobiles; a universal bracket 
for any type model; directional sig- 
nals to indicate intention to turn 
which are installed on the steering 
column; and a glare-proof mirror, | 
which Guide is heralding as a signal 


KO OK Kk 


Month after month, 
and year after year, 
NATION'S BUSINESS 


continues to be the 


advance in night driving safety. ‘i { t d 
New service tools at lower prices magazine mos Wan 8 


and with simpler groupings are also 
being offered this year. 


by business men. 
Pushes Chapin and Gore 
McKesson and _ Robbins, Inc., 
Philadelphia, has released a news- | 
paper advertising campaign in| 
Chicago and other Midwestern cities | 
in behalf of its Chapin and Gore 
bourbon whisky. Large — space 
weekly insertions will be taken 
throughout the year, supplemented 
with point-of-sale material and out- 
door advertising. Ivey and Elling- 
ton, Philadelphia, is the agency. 


Right now (and every day) 
has 


renewed 


Nation's Business more 
readers who have 
their subscriptions, than any 
other business magazine has 


total circulation. 


aaa KKK kk kkk 


| BUY 5QOO wars] 
L 


on WHBFE now 
AT NO INCREASE 


IN RATES! 


| COVER A BOOMING 
| DEFENSE CENTER... 


THE TRI-CITIES 


| Rock Island—Moline (Ill.) Davenport (la.) 
| Urban Area Population—175,000 


Daytime ', 


VI population near two million—and climb- 

ing! Like a fast-growing youngster, this market calls for 

more food, more clothing, more products of every nature 
It LISTENS to a voice with PRIMARY coverage ‘ 
WHBF, and its 5000 watt coverage for 1000 watt rates. 
One of the first 75 of the nation’s markets, the Tri-Cities 
merit PRIMARY COVERAGE consideration by advertis- 
ers who expect to do a good job. Write us for proof of 
WHBF primary effectiveness! 


GROW with WHBF and MUTUAL! 


WHB 


AFFILIATE OF ROCK ISLAND, ILLINOIS ARGOS 


Basic Mutual Network Outlet 


FULL TIME 1270 K C 


THE 5000 WATT 


ROCK ISLAND - DAVENPORT - MOLINE 
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Heatrola Grooms SS ee ees , es Rae YEARTO DATE R 

lee Barly Stent Index of Retail Activity in ; 
ing the hot weather by offering | 

on Stove Sales me Hc ce gy Ag rd 83 Important Markets 


Originally it was called the Estate 


Hamilton, ¢ he Estate , 
oe The - Heatrola free coal campaign 


)., Aug. 7. Based on total retail advertising volume in all newspapers 


stove * any aker f the — ; oe re, : 
ated ne tt eo vate bows a (Copyright, 1941, by Advertising Publications, Inc.) : or 
week on its 20th annual Heatrola Newspapers Sell N 
pre-season campaign. This year’s p * TTL | | | | | } maul | tha 
drive will run from Aug. 16 to It Best, Parade WEEK BY WEEK VARIATION SHOWN HERE | wx 
Sept. 6. Cor 
The company estimates that 1,500 Agency Reports +20 can 
dealers will cooperate in the 1941 +15 / Pro 
campaign, a program which is New York, Aug. 13.—A series of +10 
devised to give dealers a three-week test promotions tried out in a dozen | y ® new 
jump on the stove-selling season, cities when Parade, designed as a +5 - qi | 7 — Citi 
In addition to the special discount weekly supplement for newspapers, LAST YEAR 1 Was 
allowed dealers on heaters sold and | Was put on sale on the newsstands, | -s port 
properly reported during the cam- has shown convincingly that news- | -~10 Saks is W 
paign period, the company will fur- | paper advertising sold more copies | 1s etal the | 
nish dealers with 10 newspaper Of the publication than any other | pas the 
advertisements, rotogravure broad- method or combination of methods, T amo 
sides, direct mail pieces, over-the- | Erwin, Wasey & Co., which is ing 
rive tore nn: : ri ,| he ing ‘“omotio or > i- 7 
wire store pennants, window h andling prom ti n for the publi + es 
streamers and special forms for cation, asserted this week. JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER gaso 
reporting sales. Testing Parade as a Sunday sup- | Free 
This plan for getting a head start plement, rather than as an_ indi- show 
vidual magazine, showed “even | “Gain % Gain Pow 
more remarkable results,” accord- 39-Week 32-Week - Week or Loss. or Loss it ba 
ing to the agency. The publication Period Period Period 1941 1941 Week Week “% Gai Deal 
is an offshoot of PM, New York Ended Ended Ended over over Ended Ended ! two 
COLUMBIA'S newspaper owned by Marshall | Aug. 12,1939 Aug. 10,1940 Aug. 9, 1941 1939 1940 Aue. 10,1940 Aug. 9, 1941 Loss A 
Field III, and edited by R. A. Las- | Akron, © 6.012.920 792.709 6,193,377 + 3.0 L 6.9 165,305 178,556 . weel 
ley, former industrial engineer. It} Albany, N. Y 748,579 4,779,512 5,083,327 11.6 L64 99,349 101,149 weel 
ST/ TION is similar in format and content to | foe og (ia 10,129,870 8.407.909 9,278,029 8.4 + 4.2 277,382 pokey tee > new: 
: egg ies : | Baltimore, Mad ; 13,036,103 835 14,252,614 4.3 6.7 $42,450 00,122 lt ere 
PM, although less controversial and ae ory te ag = 807 430 O78 007 30 as 237 482 45,784 sar 
e * ar” in ¢ »al. — ——— — — as 
FOR THE — popul sa = oe ul Boston, Mass. ... os BE,EBG,UT1 10,793,456 3.1 1.3 245,415 277,009 1 } : ” 
a ne | Bridgeport, Conn 5,867,154 6,557,732 11.8 6.9 162,148 188,160 i by, paig 
i 7 Buffalo, N. Y.. 9,475,217 W,586,198 }+- 1.2 0.1 227,696 233,390 2; # meni 
SOUTHWEST To Lane Freiberger Camden, N. J 2 468.862 , 2,101,614 + 25.6 1.2 82,450 69,344 is fe ment 
Harry R. Elliot, formerly with) Cedar Rapids, La 2.442.042 2 S39 186 2 052,096 L 0.3 + 4.0 63,014 64,974 Conc 
Anfenger Advertising Agency, St.) Gharieston. W. Va 6.187.209 & 100,718 6.514.536 = aR 162.51 inn.736 : ; 
fs , : TET . ptdiclges . . eehch ge : payee ape netw 
Louis, has joined Lane-Freiberger | Chicago, 111 17.713.018 16.978.607 17.485.121 1.3 L320 108.033 427.710 ' pvr 
Advertising Agency, Denver, as] Cincinnati, © W384 747 0 863.681 10.354.176 110.3 1 = 4 264.666 265.570 , agen 
head of the public relations depart- | Cleveland, © 10,697,730 10,993,414 11,485,396 + 7.4 1.5 297,408 334,450 
ment. Columbus, © T846.034 7.0048 560 S095 544 L392 1.14.9 208 205 188.700 GEN 
Dallas, Tex ' 12,589,491 12,110,771 12.128.766 3.7 = 335,944 329,736 EDU 
* . Davenport, La 605,463 729,487 814,256 3.7 + 1.5 198,310 163,772 
Joins Associated Sales Dayton, O. ..... ; S.323.464 8.438.756 , 257.497 111.2 9.7 259,126 253,890 a 
LeRoy A. Clark has joined As-| Denver, Colo. . ‘ DOD, 491 OSS 680 1,354,089 2.8 + 5.2 155,878 162,221 twin 
sociated Sales Company, Detroit, as | es Moines, Ta ;, SY36538 1,027,551 .TH0.335 ' 6.6 99,839 84,062 publi 
manager gf the technical division Detroit, Mich 11,843,665 12,354,016 13,420,337 13.: 8.6 42 G66 343,335 istere 
He was formerly vice-president Ml Paso, co er 6,336,184 H,925,185 7.021.659 L 10.8 7.6 129.364 OO.TIS data 
WICHITA and account executive at Holden. mree, FA. saee ae TAO » 644,086 747,234 +10 2.7 149,422 160,202 ' the A 
Graham & Clark, Detroit. Kvansville, Ind... .+ 0,872,120 7,272,090 8,029.37 8.9 10.4 183,904 191,114 : 
; : ~ Fall River, Mass.... 2 025,826 » 101,469 > 962 430 1411.7 7.7 0 82 8.803 ie — 
KANSAS | Flint, Mich, .. 5" 1,378,380 369.490 5,616,870 + 4.4 L 4.6 133.658 145.082 — 
Announce Exhibit Date Fort Wayne, Ind 6,424,330 6,647,845 6.608.767 + 2.9 0.6 179,690 186,120 
The annual advertising exhibit of | Gary, Ind , OTS 976 71,492 4,012,517 12.1 3.6 153,901 113.163 W: 
ithe Greater Buffalo Advertising | rand Rapids, Mich », 393,883 100.869 827,570 S40 7.9 131,964 145,992 
Coll Any Edward Petry Ofice | Club will be held Oct. 7-10 in Hotel | Greenville, 8. © B.Y87,823 1,399,748 1,611,158 17.1 1.8 121,849 132,867 ' Bu 
| Statler. Howard Raitt is chairman, | Houston, Tex ; 10,211,516 11,380,72 11,701,386 + 14.6 2.8 BIS,150 1,046 ‘ 5] 
| tluntington, W. Va 1502 310 274,101 5,260,385 + 16.8 0.3 136,698 126,747 , 
| Indianapolis, Ind 8,796,680 10,565,683 11,297,427 15.3 6.9 272,902 a UNA  Duri 
| Jacksonville, Fla. . DOK, 152 899,054 6,268,626 +13. 6.3 145,402 160,930 S ita | 
| Jersey City, N. J L304 389 1,295,009 1.334.764 +23 3.1 23,445 2S,760 
Kat Cit Ik : cent 
ansas \ ‘ 6.62329 4 wal | 2 49 L¢ » 7.362 H SOG 
| ‘ 1 Vs Aan l ’ ‘ ¢ 2 1.850 v2 1.662 120 6S 10.2 47, t 1%, ‘ by B 
| Knoxville renn 6,885,559 6,374,578 6.460.371 1.2 1.3 177.450 203 028 . 
Little Rock, Ark 932.549 val) $3: 6.101.896 10.3 i. 7 © 204.400 170,082 shears 
Los Angeles, Cal 15,047,643 14,481,796 14,561,900 ,? L 0.6 $17,329 433,326 State 
Louisville, Ky S668 657 8.760.753 9,278,418 7.0 ho 244,405 248,502 An 
Lynn, Mass ; OSU 2G » 2684 604 633.945 $10.7 6.4 10.224 wzoe7z faste 
J Manchester, N H 2 879.052 9 993.575 2 924.2905 29 8 Loo 3.408 59,266 time 
‘ | ‘Memphis, Tenn 7.108, 380 7,916,580 S007, 566 + 2.6 + 1.1 208.642 211,890 A 
| Miami, Fla S,301,049 9,042,362 S.666,.S70 4.4 4.2 915.845 206 808 , ni 
Milwaukee, Wis 8,489,752 8.288.063 10,054,309 18.4 i. 8.2 253,170 273,552 verti 
Minneapolis, Minn. ...  S,441,094 _ 7,396,377 7,391,953 12.4 0.1 221,496 208,267 Pio 
Buildina is brisk i Nassau County, L. 1... 1,677,283 1,457,27 2,396,733 12.9 + 64.5 14,008 91,204 acror 
vilding is brisk in Worcester. As pro- |New Bedford, Mass 1.885.016 © 037.952 2 306.052 29 3 132 9 332 66 808 surp! 
duction swells on National Defense | New Haven, Conn . 5,550,286 5,812,856 6,040,220 8.8 4 146,398 156,954 ) 
| New Orleans, La 11,663,085 12,062,579 11,980.21] 2.7 0.7 280,529 307.150 
orders, Worcester factories are erecting New York, N.Y. —34.839.915 35.009 276 TRTIMIL * = arise TT wTT 
new buildings ond enlarging old ones. Brooklyn N \ : ’ 2, 304,204 2,104,845 2,137,147 10.7 1.5 2 50% iS 010 
Norfolk, Va 794,908 6,222,990 6.562.922 $12.3 178.164 190.542 
Fatter pay envelopes for Worcester Oakland, Cal 1,764,580 5,218,976 1,558,442 16.7 6.5 158,467 171,27 
workers are reflected i f pl A ne 109,140 1,718,028 151,300 F 9.2 121,660 118,020 
r ecte in scores oO Omaha, Neb 3.510.391 3.605.199 , 654.636 4.3 15 56.208 6.979 
attractive new homes now under con- Peoria, Il .» 6,425,491 6,990,557 7,570,556 17.8 8.3 182,224 197,512 
t P Vhiladelphia, Pa , 16,350,348 17.008 697 17.999, 002 10.0 S 14 a2 1T2ZN6 
struction. Phoenix, Ariz 1,471,432 1,909,352 424,160 + 21.3 10.5 133,326 147,47 
Pittsburgh, ba 2,144,426 12,781,986 13,130,684 #7 29.7 316.792 243.841 
; ~ Portland Ore 7.500.915 6. 7SS.876 7.658.080 » 4 L428 299 642 2] 2 
hem = Total Valuation of Worcester’s Build- — 'revidence, | 7.135.520 7.020.526 7 098.339 0 14 13647 183.98 
-_ — . . . . Reading, Pa 002,441 6,318,221 6,543,470 9.2 + 3.6 203,504 175,78 
Puove by LAameear ing Permits, first six months of 1941, Richmond, Va q 737 120 7.678.328 7.540.148 26 1.8 218.134 226,04 
° Rocheste 9 106 tS 4 9896 TRS 9 660.2 » - yes 
topped by 163 per cent the figure for . i  Y 106.4; 236,78 0.660.311 61 16 244,497 267.64 
. tock Island-Moline, 111 55,754 12 16 $40,622 7.6 6.2 141.86 146.¢ 
the same period last year — exceeded by 108 per cent the = iteckford, 1869.50 137.084 679 566 16.6 106 137.522 139 
gain registered by the state of Massachusetts as a whole. ~oerspae scan Mier al aaneee pire omaes + 9 150,818 214 
Sa LAO RES ‘ 316,004 1,772 213,74 0.8 15.4 176,474 191 
San Diego Cal 7,034,981 6.450.418 7.454.360 6.1 1 1 997. 388 » 
: : : Seattle, Wash 6,824,200 7.110.444 7 4 ral) 8.7 { INN.S32 217.18 
During the first six months of 1941, Worcester’s South Bend, Ind 3,231,146 3.211.758 639.978 L427 13.3 rer 110.8 
“toy: . ‘ , Spokane Wash 4.015,774 B.S59, 706 3,833,124 1.6 0.7 107.294 11¢ 
building permit valuations exceeded by six per St. Louis, Moe 10,758,090 10,947,910 10,805,085 04 13 256 900 979 
cent the figures for the ENTIRE YEAR of 1940. St. Paul, Minn 6.273.146 6.308.076 6,101,732 2.4 156.510 147.4 
‘Syracuse, N. 6,821,647 4,324,873 SYS,113 13.5 36.4 104,909 14 
Entire Year 1940 Ist 6 Months 1941 ~aoome, Ween 3,787,440 3,936,152 H,111,907 + 8.6 + 4.5 106,358 111,- 
Tampa Fla 4,028,122 1.914.916 4.830.780 19.9 1.7 122.808 119.4 
$3,821,827 $4,055,109 roronte, Ont. Car 0.868.231 9129 297 ate kee ree 4 130002 ms 
a , 1" shed rroy, N. ¥ 2,610,446 2.581.614 2,804,090 + 7.4 8.6 77,700 : 
a i 5 DD Labor & Industries Tulsa, Okla 408,620 682.312 : 1o8,410 
Washington, D.C 19,240,007 20,492,386 21,022,174 ’ + 2.6 04,204 S2¢ ; 
P x Youngstown, © 4$.574,13 0 ’ » 7 4.2 ’ ; 7 . 
This prosperous and active market — in the heart of industrial New — asoels ee = ere 
England — is covered by The Telegram-Gazette alone. Population: Total 92,945,435 97,350,559 623.944.341 5.2 45 15.896.882 16.94 ‘ 
City 193,694. City and Retail Zone 440,770. Circulation: more than } Atlentea Georgian and Guaday Américan ceased siti 
i 128,000 daily. publication Dee. 17, 1939 » Syvracuse Journal published 100th Ant 2 
, 2 ° Newsday launched Sept. 3, 1940 tion March 20, 1939, containing 216,027 


San Diexo Sun suspended public 


The TELEGRAM -GAZETTE | * Somamercnt, Appesl rabiihes 


1940, containing 
_ WORCESTER MASSACHUSETTS — iia 

Ceorce F. Boorn, Publish To “Milk Plant Monthly” 
Milk Plant Monthly, 


23- 
OCK and ASSOCIATES, NATIONAL Ri Re 
appointed J. W. 
| manager. 


ation Nov 25. 1939 
J8-page 


428,848 


vertising 
Centennial 6 Figures not 


lines of ad- 


included in totals 


TORONTO 
MONTREAL 
WINNIPEG 


Chicago, has 
Power advertising 


OWNERS of RADIO STATION WTAG 
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Roundup of Advertising Promotions in the Test Stage 


Cities Service 
Tests Ad Copy 
on Power Prover 


New York, Aug. 14.—Pointing out | 


gasoline conservation is a 
duty,” Cities Service 


“Da- 
Oil 


tha! 
triotic 
Cor 
can 
prover motor reading service. 

In 600-line copy appearing in five | 


newspapers in Washington, D. C., 
Cities Service offered free to “all | 
Washington car owners” the op- 


portunity to “find out if your 
is wasting gasoline.” By analyzing 
the exhaust gases of an automobile, 
the Power Prover measures the 
amount of unburned gasoline be- 
ing W asted. 

“If your car is sluggish, wasting 


gasoline,” copy continues, “our 
Free Motor Reading Service will 
show you instantly. With our} 


Power Prover Service we can bring | 


it back to real operating efficiency.” 
Dealer 
two in Virginia are listed. 

A second insertion will appear the 


week of Aug. 25 and a third the | 
in the same list of | 


week of Sept. 1, 
newspapers, with extension to other 
cities depending on the reaction in 
Washington. 
paign this week will be supple- 
mented by a local cut-in announce- 
ment on the “Cities Service 
Concert” aired over the NBC Red 
network. Lord & Thomas the 
agency. 


GEM SOCIETY PLANS 
EDUCATIONAL DRIVE 

Los Angeles, Aug. 14.—With the 
twin objects of acquainting the 
public with the requirements of reg- 
istered jewelers and_ informative 
data on diamonds and other gems, 
the American Gem Society will be- 


is 


Wichita, Kansas, 
Business Gains 
51 Per Cent 


During the past 12 months, Wich- 
ita business activity rose 51 per 
cent, a statistical survey released 
by Brooke, Smith, French and Dor- 


rance, Inc., New York Ad Agency, 
States. 

And it’s still going up! Faster, 
faster and FASTER! It’s Boom | 


time in Wichita. 

And it’s Boom time for those ad- 
vertisers who are using KFBI, the 
“Pioneer Voice of Kansas,”’ to put 


across their sales story. You'll be 
surprised how little it costs. 


The eer poo of i 


KFBI + WICHITA 


5000 WATTS DAY © 1000 WATTS NITE 
rR NN 


pany this week launched a test | 
aign promoting its free Power | 


car | 


stations in Washington and | 


The newspaper cam- | 


PLUGS POWER PROVER- 


FREES 


TO ALL WASHINGTON 


CAR OWNERS 


IT COSTS YOU NOTHING TO FIND OUT IF 
YOUR CAR IS WASTING GASOLENE 


Deivt iH TORBAY TO an 
CITIES SERVICE DEALER STATIONS AND GET 4 fenE 
mo 
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Cities Service brings its Power Prover 
| device to the fore again in connection 
| with the need for conserving on gasoline 
| usage. This advertisement appeared in 
Washington, D. C., newspapers last week. 


gin what it terms a trial balloon 
campaign in the Christian Science 
Monitor in September. 

This campaign represents the first 
consumer advertising and is pre- 
paratory to advertising in other 
| weekly and monthly publications in 
‘the United States and Canada. 
|\Copy will stress the meaning of 
| titles conferred by the society, such 
“registered jeweler” and “certi- 
fied gemologist.” 

Business literature such as “Jew- 
lery and Jewelers” and “Diamonds” 
'will be offered. The campaign is 
in charge of the society’s Interna- 
tional Advertising Committee, Bos- 
|ton, headed by Frank Libbey. 


LADY ESTHER TESTS 

VARIED COPY APPEALS 

| New York, Aug. 13.— A number 
of different copy angles are being 
tested by Lady Esther in a schedule 


as 


now running in about 20 news- 
papers. Copy is also appearing in 
The American Weekly and This 
Week. 


Copy appearing in The American 
Weekly Aug. 17 features an unusual 
j}angle already tested in one or two 
newspapers. It plays up the “elbow 
test,” urging readers to get a free 
sample of Lady Esther face powder 
and pat it gently on their elbows; 
then “see how the coarse skin of 
your elbow suddenly looks soft and 
smooth—how the lines and rough- 
ness seem to ease away.” 

Other copy running currently 
features such headlines as “How 
old does your face powder say you 
are?” “Whose fault when lovely 
skins look ‘layer-caked’?” etc. 

Pedlar & Ryan is the agency. 


NAVY TO TEST COPY 
IN LARGER CITIES 

New York, Aug. 14—A sharp de- 
parture in the policy followed thus 
far by the Navy in its current re- 


COMMEGTICUT'S PIONEER BROADCASTER 4 


Strategy 


Good strategy this Fall 
calls for doing @ big job 
in the booming Hartford 
Merket — and on Hart 
ford’s No. | Test Station. 
The country's leading ad- 
vertisers are proving the 
point — by using WDRC 
more than ever before! 


nice CBS ror connecticut 


| INSIST on specific proof 


of low maintenance cost 
of the signs you buy. 


Typical Example: 


Notarized statement in our files 
shows that Pittsburgh Plate Glass 
Company's total cost for repairs of all 
kinds, including all breakage, for last 
year on approximately 16,000 sections 
of tubing in use by its 
only $362.66 


dealers was 
Compare this figure to 
$36,000.00 maintenance cost on ap 
| proximately half as much tubing 
(made by others) for company “B"’ 
| (name in our files) 


FREE! 
use of dealer signs will increase sales 


14.6%; Catalog, a brochure 
Up «a 


| Analysis of survey proving that the 


“How to 
Successful Dealer Sign 
and proof that national 
SIGNS advertising can be made 5 times as 
OF. effective by using dealer signs. 
LONG *Artkraft, world’s largest manufae- 
LIFE turers of signs for every use, can 

give you unprejudiced and authorita- 
if tive advice 


T | | by . 
ARTKRAFT* SIGN CO. 


900 E. Kibby Street, Lima, Ohio 
| "Reg. U. S. Pat. Of. 


cruiting campaign was evidenced 
this week when Batten, Barton, 
Durstine & Osborn, agency in 
charge, was authorized to formulate 
plans for a_ test expansion to 
Springfield, Mass. This is the first 
metropolitan center to be included 
in the drive, 
newspapers 
der 50,000 


in communities of 
population 


un- 
have been 


used. Though it is planned to use | 


a complete 
papers, 
new 


list of all 
no date for the start of this 
test phase has been set. 


More in line with original plans, |" 


beginning Sept. 8 the campaign will 
be extended to Maryland, Virginia 
and West Virginia. Advertising, as 
in the previous six states, will be 
confined to localities with less than 
50,000 population. 


_Q-O BREAD MOVES 
INTO GRAND RAPIDS 
| Chicago, Aug. 14.—Q-O bread, 


- |made with a formula developed and 
Oats Com- | 
initial promotion of which in 


owned by the 
pany, 
Fort Wayne, Ind., was reported in 
ADVERTISING AGE March 24, is now 
| being promoted 
|Mich., under the name of a local 
| bakery. As in the Fort Wayne test, 
| however, newspaper copy and other 


Quaker 


since heretofore only | 


Springfield | 


in Grand Rapids, 


promotion is placed by the Quaker 
Oats Company, through Reincke- 
Ellis-Younggreen & Finn, Chicago. 

Quaker Oats Company does not 
make the bread and has no interest 
in the product itself, but is inter- 
ested solely in developing the huge 
potential market for oats which 
popularity of an oat bread would 
bring. 

Although extension of the original 
one-city test to Grand Rapids would 
tend to indicate that results in In- 


diana had proven satisfactory, it 
appeared likely that extension of 
|} the campaign will not be rapid. It 


is reported that the Fort Wayne test 
resulted in building up a demand 


for Oat bread far in excess of that 
usually enjoyed by whole wheat 
bread—normally the baker’s second 
best seller, and that demand has 


held up well since the test was in- 
augurated. Whether the volume of 
oats moved sufficient to justify 
the intensive promotion effort has 
not yet been completely resolved, it 
is reported. 


1S 


Baden Joins Haire 


Wilson Baden has joined Haire 
Publishing Company, New York, 
as sales promotion manager for 
Infants’ and Children’s Wear Re- 
view and Fashion Accessories. He 
was formerly in the copy service 
department of McGraw-Hill Pub- 


lishing Company, New York. 


Advanced by Copperweld 


William J. MclIlvane has been 
named sales manager of the copper- 
weld division of Copperweld Steel 
Company, Glassport, Pa. He suc- 
ceeds Robert J. Frank, who con- 
tinues as vice-president and direc- 
tor. 


Read to Navy 


A. Louis Read, head of national 
sales for station WWL, New Or- 
leans, has been commissioned a 
lieutenant in the department of 
public relations, U. S. Naval Re- 
serve. 


BOOKLETS 
FOLDERS 
BROADSIDES 


RAPID COPY SERVICE CO. 
123 N. WACKER DRIVE 
CHICAGO, ILLINOIS 
Telephone STa@TE 5977 


| 
| 


KDKA's coverage? KDKA’s primary area centers about 
Pittsburgh, and extends over 60 outlying towns of 10,000 
to 100,000, and over 200 towns of less than 10,000. With 
one appropriation —for one medium—you cover the en- 
tire Pittsburgh industrial sector of 5,000,000 people. \ 


MONEY 


ALIQUIPPA, TURTLE CREEK, CUYAHOGA... follow any major route out 
of Pittsburgh at night and count the lighted factories. You're discovering 4,000,000 busy 
| people within the Pittsburgh industrial sector—who yet live far from Pittsburgh proper. Their 
effective buying income is double Pittsburgh's. Their retail purchases are double. They're a 
separate, wealthy market. @ Is your present Pittsburgh schedule reaching them? Have you 


a 


WHEELING - CANTON » ALTOONA 


AND 54 OTHER POINTS 


AHEAD! 


50,000 WATT 
\ —_, 


\ \\}: 


PITTSBURGH 
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See Possibility 
of Scrapping Tax 
on Outdoor Panels 


(Continued from Page 1) 
doubtful if 
production.” 

Mr. Stewart told ADVERTISING AGE 
after testifying that he was con- 
vinced the proposal would be drop- 
ped, and that he had been assured 
by one Senator on the committee 
that the tax would be scrapped. 


it tends to discourage 


sound to tax advertising,’ Mr. 
McMillan said. “Advertising is not 
a finished product. It is a business 
process — just as important and 
essential a business process i 
engineering or production. 
function, not a product.” 

“There is 
there is nothing impractical about 
advertising,” he continued. “On the 
contrary, it is one of the most prac- 
tical processes in our whole system 
of free competitive enterprise. It 
is the means of telling the public 
what there is for sale and where it 
can be obtained. 

“More than any other force in 
business, advertising has a stabiliz- 


as is 
It is a 


| ing effect, not only on business but 


nothing mysterious, | 


ADVERTISING AGE 


from its benefits to consumers, it 
has enabled business to expand and 
grow. .. When business is conducted 
along lines that are sound and 
stable, it can be depended upon to 
make a reasonable profit. . . It is to 
the profits of business that govern- 
ment must look for a large part of 
the revenue that is to be raised 
through taxation. To discourage 
advertising through taxation or to 


| 
| 


taxpayers and employers of labor. 
. The proposed taxes would also 
have a bad effect upon the hundreds 


|of thousands of retailers in all lines 


|tailer’s shelves. 


make it impossible for business to | 


advertise will be to strike 
very source of the income the gov- 
ernment now needs so badly. 

“A tax on advertising would not 
only seriously cripple one of the 
most vital tools of business but it 
would also cripple the media con- 


at the | 


of business. Advertising by the 
manufacturer creates demand for 
products, moves goods from the re- 
To cripple adver- 
tising would be to slow down that 
demand, to make for slow turnover 
and hence lower the profits of the 
retailer.” 
Radio To Have Its Day 


The other association men who 
testified expressed opposition to 
taxes on any form of advertising. 
Mr. Warren asked that car card ad- 
vertising be specifically exempted 


“We believe it unwise and un-|on our economy generally. Aside | cerned, all of which are substantial | from any levies. 


—<— 


Oy <* 
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SHADING FIGURES 


IS SMART PROTECTION ON A SUNNY BEACH 


but in some sales talks it can be dynamite. ... Ask any seasoned buyer of photo- 
engravings what your chances are for a bargain when you fall for, “the scale on 
these engravings is so and so, but to get started with you—,” or "of course, our 
terms to large buyers like yourselves are 40 and 10 off,” or “it's a little slack 
right now. We'll make a special price, etc." ... The seasoned buyer probably 
will tell you, “Sure. Engravings can be bought that way. You even may get an 


occasional acceptable job—if you're patient and not too particular, and will 


stand for a few ‘extras’.”...If he’s seasoned enough, he'll also tell you, ‘In 
100% of my experience the best part of every bargain | ever got was free. It 
was a comfortable feeling of confidence that | was going to get what! had bought, 
when it was promised, and at a price that was both reasonable and right—no 


extras, no arguments, no complaints... 1 bought from a reputable house.” 


Shaded figures may snare some business temporarily, but in the long run they 
don't buy the best of skilled craftsmanship nor the kind of experience that means 
efficient production at low cost—either for the buyer or the seller. It naturally fol- 


lows that they can not guarantee your permanent satisfaction. ... There is a 


very sound reason why most of the names on Rogers ledgers are still active 


after five, ten and twenty years. 


| ROGERS ENGRAVING COMPANY 


ADOLPH F. BUECHELE, President - MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
2001 CALUMET AVENUE: Phone CALumet 4137 - CHICAGO: ILLINOIS 
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August 18, 194] 


The committee intends to cn. 
tinue public hearings through 1 


week will be consumed in execy. 


tive sessions before the bill finally 


reaches the Senate floor. 
The radio industry will have its 


say before the committee on M: ». 
in behalf of  ¢ 


day. Testimony 
National Association of Broadcas? rs 


will be given by Ellsworth C. |}. 
vord, Washington tax attorney. Sen. 
Walter C. George, committee ch: ir. 
man, has asked that each indu. try 
be represented by a single witn ss. 


so NAB President Neville M: ler 
and executives of networks and ; ja. 
jor stations will be on hand « aly 


to answer any questions raised by 


committee members. 


In California 


A special United States gi nd 
jury in Los Angeles has retur.e¢q 
| indictments against the Los $\p- 
|geles Produce Exchange, Sout! err 
| California Egg Council and 19 com- 
|}panies and 37 individuals char «ing 
that the defendants “combined ang 
conspired to establish, main ain 
stabilize and control arbitrary and 
| noncompetitive prices.” 
| This is the latest move in the 
|government’s campaign agiuinst 
| alleged price fixing tactics in south- 
ern California and the indictment: 
were art of the Department of 
Justice’s investigation of food com- 
binations and monopolies. 


Indicts Produce Dealers 
| 


Begins Newscast 


Macfadden Publications has _ be- 
| gun sponsorship of “Bob Garred Re- 
| porting,” 15-minute, three times 
weekly newscast on behalf of Lib- 
jerty, over a five-station CBS Pa- 
| cific Coast hookup. 


Sayles Launches Drive 
Sayles Finishing Plants, Paw- 
|tucket, R. I., has launched a cam- 
|paign for “Saylerized” permanent 
finish fabrics in Daily News Record 
|New York. Lanpher & Schonfarber 
| Providence, is the agency. 
| 


Editorial Thoroughness it 
Reporting Important Events 
Results in Sound Respect fo 
__ BAKERS’ HELPER 


The 
began July 7 


Bread Standards Hear wh 
in Washington ve 
ment activity in whi h all baker 3 ™m 
suppliers are vitally interested 
BAKERS' HELPER's report of nes 
| ing is unique in that it is writte Edit 
Victor Marx who is personally 
all the sessions. He 
of paqges of test mony 


condense 
nto . 
pages in each issue of BAKER 
during July and August. 


This is just another example « editont 
thoroughness of BAKERS’ HEL! whe 
has brought it more and ™ caret 
readership. The result is sound pect _ 
the magazine—and for your se messes? 
in that magazine. 

With worthwhile baker-buye's 


CELESS 


ation 


| FUTURE BUSINESS IS P§ 
Worthy of Systematic Cu’! »** 
in a Well-read Bakers’ Megane 


WRITE OUR OFFICE 
WEARES 


Bakers’ He 


270 BROADWAY, NEW YORK, ¥. ¥- 
427 W. Sth ST. LOS ANGELES, CAL. 


xt 
week. After that, at least another 


vic 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


GOODRICH, AGENCY MEN TALLY UP ANIMAL APPEAL MAKES A BIG HIT FOR SCHLITZ BEER 


Eye appeal of an unusual intensity is achieved by this bear poster supplied dealers of Joseph Schlitz Brewing Company, 


This informal conference on figures occurred on the 18th green of the Canterbury Milwaukee. Medunkin Advertising Compeny, Chicago, is the agency. 


Golf Club, Cleveland, among these principals (left to right): G. W. Vought, 
vice-president, W. C. Bray, assistant sales manager of the tire division, and A. D. 


Moss, director of purchases, all of the B. F. Goodrich Company; Straud Galey, COMPACT DISPLAY A & ia STARTS NEW MAGAZINE CAMPAIGN 


media manager, and C. L. Eshleman, president, of the Griswold-Eshleman Com- 
pany, which handles the Goodrich truck account. 


SIGN NEW RICHFIELD REPORTER CONTRACT 


Professional 
TOOTH BRusn 


| 
“to the world’s smartest wife, with love-Dick’ 
Taking counter-top space of only 7 by . ope is ering, Ther trees thy are braghe din 
7 8'/. inches, this new Tek display pro- eget ane re at ot pti Ne = ea ae! oe See ic date alae ecill : 
It's @ pleasant formality, this signing of a contract continuing Richfield Oil Cor- duced by Forbes Lithograph Company, . “At fee ss che rode are tant 
poration's Richfield reporter on the air for another 52 weeks, starting Aug. |}. Boston, does a concentrated merchandis- Tewtsendlp wo of tim tends od eatestety by ABP. Ten ‘ .. P 
Left to right are G. K. Breitenstein, president of Hixson-O'Connell Advertising, ing job. The price is featured as a Oat han Teg AS ey 15 epee Peter 
Inc., the agency; Ed Barker, NBC Red network salesman; and Sydney Dixon, bargain appeal, and the product is ted ews encom serge Th ft AAP bret Wg aa quivées Shure ans cone 
Red network sales manager for the Western division. within easy reach of shoppers. ROUGHT BY EVERY Tym FAMILY IM AMERICA 
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ONE INFORMATIVE TAG COVERS ALL MODELS IN LINE 
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Sroubed Leute sad maser cahere 


SOLO EXCLUSIVELY AT AP 


One of the early insertions in the new campaign which Great Atlantic & Pacific 

Tea Company will launch in four natiqnal magazines next month. Copy features 

the chain's own products and the joy of shopping in its supermarkets. Coffee is 

featured in this insertion, and various Ann Page and other A. & P. brands will 

be stressed in others. Note the shield at lower left referring to savings of as 
much as 25 per cent. [Story on Page 9.] 
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- novel sales tags, embracing the principles of informative labeling, have been devised by Trimble Nurseryland Furniture, California Packing Corporation builds this display to convince grocers that its 
oches: *, N. Y., for use with its various lines of Kiddie-Koops and Tip-Top Kiddie-Baths. A general description of the prod- newly expanded line of glass-packed foods will have tremendous shelf appeal. 
f. Ss oven at the top of each tag. Under it are the additional features that account for each step-up in the price range. Dealers are urged to segregate the glass from the tin, and thus give customers 
ch fecture is starred and separated so that a department manager can cut off those features which do not apply to the a chance to buy some of each. Although a price differential of two or three 

Pérticulsr model he wishes to tag. Both tags are printed in pink and blue on tough glazed stock which can be cleaned with cents a package against glass is expected to prevent the line from achieving 
‘damp cloth. Instructions for the use of the tags and dotted lines for cutting are printed on the back side of each tag. maximum volume, it is expected to act as a “sampling aid’ in the purchase of 
Charles L. Rumrill & Co., Rochester, is the agency. The Kiddie-Baths tag is illustrated here. Del Monte items not on the housewife's normal shopping list. [Story on Page 17.] 
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“Trade Papers Play impo 
E. L. BRUCE Co. Advert 


ADVERTISING AGE August 18, 194 


Advertising Manager 


Kk. L. Bruce Co., Memphis, Tenn. 


— After graduating from the University of the South (Sewanee, 
Tenn.), where he was secretary to the Dean, Mr. Rush went to Chicago in 1926 
and spent the next two years handling correspondence in the offices of the 
President and the Chairman-of-the-Board of the Illinois Central System. Then 
fellowed four years with Halsey, Stuart & Co., first as sales correspondent and 
then in the Advertising Department as Sales Promotion Manager. Mr. Rush’s 
next move took him to Blackett-Sample-Hummert, Inc., where he gained much 
valuable experience. Then. in 1934 he joined E. L. Bruce Co. as advertising 


manager. 


nearly a quarter of a century E, L. Bruce Co. has been a leader in the lumber 
industry. Their products—principal of which are hardwood flooring, floor finishe: 


and Terminix—are sold from coast to coast. Here is what their advertising manager, Hol. 


ton C. Rush, says about the role trade paper advertising has played in the sale of Bruce 


Products: 


jooring “E. L. Bruce Co. has always been a consistent user of trade paper adveptising—in fact, | 
Cc 


hing 
would estimate that at least 50% of our total advertising expenditures during the past 


ten years has been invested in trade papers. 


“Only recently | have had the value of trade paper advertising very definitely proven to 


me in connection with a new product—Bruce Streamline Flooring. In introducing thi 
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It’s factory: instant it 5 laid. the finishinB— Ye ors. 
~ ae the flooring: nr than ordinary 

One oO 


your customers we H TES 
ow 


flooring to the industry, we have used trade paper advertising in two ways: First, to tell 


lumber dealers, architects and contractors about the features of Streamline, and why it i: 
to their advantage to get the building public to use it. We knew that the value of our 
national advertising would be lost if these various trade factors were not “sold on” Stream 
line, and in a position to answer consumers’ queries about it. Second, to call the attention 
of dealers to our national advertising on Streamline Flooring. In our trade paper ads we 


pointed out how our consumer advertising tells prospects to “see their lumber dealer.” ané 


we urged dealers to stock Streamline and be ready for the business that was almost cer 


ys MONEY, oo! © tain to come. Today dealers throughout the country are stocking Streamline Flooring, ané 


ue 
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ov seaut! 


My friends all Floors a* 


sales have increased far beyond all expectations. 
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make us give up trade paper advertising. It offers our best opportunity to talk to @! 


important trade factors in our industry in their own language.” 


ful free an Tenn. 
REAMAIN SUPER MARKET MERCHANDISING DRY GOODS JOURNAL 
ceirnioe ween wo 15 W. 45th St. New York 1912 Grand Ave., Des Moines, Iowa 
“EL. BRUCE CO... 000% AMERICAN LUMBERMAN ELECTRICAL DEALER 
Gentlemen: Vice Flooti 431 S. Dearborn St., Chicago 360 N. Michigan Ave., Chicago 
ee —“— eget “41 
er eee BOOT AND SHOE RECORDER ELECTRICAL MERCHANDISING 
Tc nln” 100 E. 42nd St. New York 330 W, 42nd St., New York 
ati a DEPARTMENT STORE ECONOMIST HOUSE FURNISHING REVIEW 
City. .20000000 OL eooor= 100 E. 42nd St. New York 1170 Broadway, New York 
eT JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St. New York 
eee 


Remember Always, Good Trade Paper Advertising 24) 
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